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Facts that will 
increase your sales 
with the 
Columbia Line 


Buying Columbias has been 
made easier for the dealer. 


Columbia advertising is now 
at its height. Dealers are be- 
ing kept informed of the ad- 
vertising by a series of broad- 
sides. 


Smaller packages and various 
assortments of batteries ap- 
peal to the dealer’s buying 
capacity; also create new cus- 
tomers. 


New products marketed—de- 
veloping new fields of useful- 
ness for dry batteries. 


Lowered prices on Columbias 
capture the fancy of both 
dealer and consumer. 


National Carbon Company, Inc. 
Cleveland, Ohio 














The old reliable Columbia “‘Ignitor”’ 


Dry Cell 


Great Demand. The pioneer dry cell. 
Barrels of 125 or boxes of 50; or part of 
assortments of Hot Shots and Ignitors, or 
Hot Shots, Ignitors, and Bell Ringers. 
For bells and buzzers, toys, electrical test- 
ing, hand lanterns, anywhere a 114-volt 
heavy service dry cell is needed. 


The Columbia “Hot Shot’ Battery 


Heavy de- 
mand now 
for “Hot Shot,” 


the original unit (eae 


COLUMBIA 


step onapayecmie tr ap 


dry battery. 
Barrels of 7 to 
30 batteries; or 
in combination 
assortments. 
For gas en- 
gines, Ford 
starting ignition, motor boats, lighting, blast- 


ing, etc. 
The Columbia ‘Bell Ringer” 
Battery 


New 2-cell battery in moisture- 
proof container—proving exception- 
ally popular device for simplifying 
doorbell repair work and for call sig- 
nals, heat regulators, and any use 
requiring a long-lasting 3-volt dry 
battery. Part of the fast selling as- 
sortment of Ignitors, Hot Shots, and 
Bell Ringers. 














The Columbia Dry Battery Lighting 
Outfit 
Complete assemblage consisting of 12-foot 
lamp cord, 1 six-volt 2-candlepower Mazda 
lamp, 1 combination socket and switch, and 
sliding hook from which to hang the lamp. 
Packed in attractive carton, ready for imme- 
diate use. Recommended for use with Colum- 
bia “Hot Shot” Battery 1461, 1561, 1562, 2462, 
or 2562. For lighting tents, cottages, barns, 





Columbia 


DRY BATTERIES 
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—they last longer 
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NEXT MONTH 

| ptewang with the possibility of 
labor difficulties that would 
result in the closing of Chicago 
printing plants, the closing date 
of this issue was advanced sev- 
eral days and consequently .a 
number of special articles which 
we had planned had to be omit- 
ted. They will appear in the 
December issue and will lose 
nothing in value by this. delay. 
Should the delivery of. this issue 
be delayed our subscribers will 

understand the cause. 

* * * 
EK extend our very best 
wishes to the Electrical 
Supply Jobbers’ Association, 
whose Fall meeting is to be held 
at the Hotel Cleveland, Cleve- 
land, Ohio, November 30, 
December 1 and 2. In view of 
present business conditions and 
the outlook for 1922 this conven- 
tion promises to be of unusual 
importance and the report which 
will appear in our December is- 
sue should be carefully studied 

by all. 

* * #* 
a addition to the special features an- 
nounced above, there will be the usual 
collection of helpful, practical articles and 
Suggestions by the well known contribu- 
tors on the staff of Tur 
MAN, as well as by salesmen on the firing 


JOBBER’s SALES- 


line. 


Copyright, 1921, by the Electrical Trade Publishing Company 





ELECTRICAL TRADE PUBLISHING COMPANY - 


53 W. Jackson Boulevard, Chicago 


HOWARD EHRLICH, President; CHAS. W. FORBRICH, Vice Pres.-Treas.; FRANK A. MERKEL, Sec.-Gen. Mgr. 


NEW YORK: 












Subscription Price: United States $1.00 





Canada $2.00 
Publishers also of the E M F ELECTRICAL YEAR BOOK 


116 Nassau St., Telephone Beekman 0679 
Henry W. Young, Manager 


Foreign $3.00 




















4 THE JOBBER’S A] savesman 


The 192] Review 


Number Eight of a Series 


























More Convenience Outlets Mean 
More Appliance 
Sales 


The greater and more serviceable use of 
table and floor lamps, vacuum cleaners, 





toasters, irons, room heaters, fans, and 
other electrical appliances has followed 
the introduction of more convenient out- 
let propaganda. 


For many years the wisdom of giving the 
consumer more receptacles for the ready at- 
tachment of appliances has been emphasized 
in Cutler-Hammer advertising. The C-H Du- 
plex Receptacle was developed for the express 
purpose of providing two outlets in the same 
space usually required for one. 


This double receptacle fits the same outlet 
box used with single receptacles of this type 
and two standard attachment plug caps may 
be plugged in at one time. It is wired the same 





as a single receptacle. 


C-H Receptacles with Circular Plates were 
developed for use where only one connection 
is desired. Being round they do not have to 
be aligned with wall, baseboard, or the door 
jams. 


THE CUTLER-HAMMER MFG. CO. 
Milwaukee, Wis. 
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The Federal Business Program 


An Interview with F. M. Feiker, Assistant to 
Secretary of Commerce 


Reported by THOMAS F. CHANTLER 


AVING F. M. Feiker explain what the United so far as it applies to the jobber and manufacturer. 
H States Department of Commerce is doing to help “Well,” he said, “I think we have a real story for 
the electrical jobber and manufacturer, is a some-__ electrical men, a story, by the way, that is still in the 
what special advan- making. To _ begin 
tage. For he is by with, let me explain 


that three major bu- 
reaus are included in 
th Department. 
They are (1) the 
Bureau of the Cen- 
sus, (2) the Bureau 
of Foreign and Do- 
mestic Commerce, 
and (3) the Bureau 
Standards. One of 
Mr. Hoover’s early 
official acts was to in- 
vite various men of 
affairs and spokes- 
men for business and 
trade organizations 
to come to Washing- 
ton and suggest spe- 
cific ways in which 
the Department 
could render prac- 


training and pref- 
‘rence an electrical 
man; and his years 
of successful serv- 
ice in the publish- 
ing end of the in- 
dustry equip him to 
speak with more 
than ordinary in- 
sight regarding the 
many helps that the 
electrical jobber 
and manufacturer 
will find on tap at 
the United States 
Department of 
Commerce. In that 
connection, too, it 
is your reporter's 
understanding that 
Mr. Feiker has 














merely been loaned F. M. Fereen. tical help to the busi- 
to Unele Sam for Assistant to Secretary of Commerce ness-men of the coun- 
long enough to en- try. 

ible him to effect “These sugges- 
certain improvements in the tie-up between the Depart- tions were as varied as industry but in general followed 
ment and those whom it would serve. two broad lines first, develop the Department of Com- 


I explained to Mr. Feiker that my mission was to get merce so that it will be a place to which American busi- 
rom him an outline of the work of the Department in ness men can bring certain general economic problems for 
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solution and second, establish experts in the department 
who can first find what industry wants specifically and 
have the work of the different bureaus as intimately help- 
ful as possible. 

“The work of developing the plans that were adopted is 
now in process; and some of the benefits that will accrue 
have a direct bearing upon the electrical industry. Take 
the Bureau of Census. It is one of the oldest bureaus in 
Washington and its functions are more or less familiar to 
all. By law it makes a general census of population every 
ten years, and a manufacturing census every two years. 

“Due to the vast amount of detail work involved in 
handling those figures much time necessarily elapses be- 
fore the findings can be made public. The manufacturing 
census figures, for example, give totals as to production 
and stocks but to be of use as a basis for prophesying 
the future of business they must be made promptly avail- 
able, rather than after a lapse of a year or more. 


“The work of the census in collecting in great detail 
these essential statistics and publishing them must go on. 
In addition to these detail statistical tables of record, 
facts are needed which show trends in business. These 
facts are already available partly in the census, partly in 
other government bureaus, and partly in trade associa- 
tion statistical organizations. The task was to coordinate 
these sources of statistics of production and stocks and 
bring them together in such form that they would indicate 
trends in industry. 

“Now we are doing that, have been in fact for three 
months and more. A small organization as part of the 
census but functioning independently of the regular census 
organization has been created and is directed by Dr. Sur- 
face, an economist. All organized industries, as well as 
many Government sources are looked to regularly for 
news and figures. The results are put forth monthly in a 
bulletin known as the ‘Monthly Supplement to Com- 
merce Reports—Survey of Current Business.’ 

“The domestic subscription price to this publication is 
$1.00 for 12 monthly issues, and remittance should be 
made to the Superintendent of Documents, Washington, 
D. C., by postal money order, express money order, or 
New York draft. 

“The ‘Current Survey’ shows by industry the produc- 
tion and stocks on hand in manufacturing and mining and 
statistics of crops, transportation, labor, banking, and so 
on. The electrical jobber or manufacturer who will con- 
sult this Bulletin regularly will see the trend in business 
for those industries from whom he buys and to whom he 
sells. 

“In the electrical business statistics of production and 
stocks of various commodities which might be used as a 
key to general business have not yet been worked out. 
What is needed is the manufacturers’ and jobbers’ opinion 
as to what classes of commodities or supplies would indi- 
cate the general trend of the business. Central station 
figures of kilowatts produced are given as an indication of 
industrial activity because these totals follow up and 
down the general conditions in a community. Lamp sales 
might be an index of activity or wire or motors or a com- 
bination of commodities chosen to represent an index 
figure. A committee from the industry has been asked 
to give this matter consideration. 

“Coming to the Bureau of Foreign and Domestic Com- 


merce, there is a story to tell that has real interest in it 
for the electrical man. In the past, did an inquirer want 
to know the status, let us say, of the motor market abroad, 
his inquiry very frequently went to many departments 
before the information was forthcoming. That was |e- 
cause there were no ‘contact men,’ no expert in that line 
available in the Department. Today there are fifteen 
men, each credited to one of the broad divisions of indus- 
try. For instance, electrical manufacturers or jobbers 
wishing information about domestic or foreign trade con- 
ditions in their line will find Mr. R. A. Lundquist ready to 
give them prompt service. He should be addressed care 
of the Bureau of Foreign and Domestic Commerce, Wash- 
ington, D. C. 

“Suppose a manufacturer wishes details of central sta- 
tion practice in foreign countries—voltage, frequency, and 
the like, let us say. Very well. Six hundred and more 
people are abroad for the Department of Commerce, and 
data such as I mentioned either has already been secured, 
or can and will be. The Department working with com- 
mittees representing electrical interest, to the end of for- 
mulating schedules of electrical data regarding matters 
abroad that is needed or is likely to be desired. 


“Following along in that same connection here’s some- 
thing that will be of interest to electrical men. Go where 
you will in the world abroad and when the question is 
one of establishing standards of electrification, or stand- 
ards having to do with electrical labor-saving appliances, 
America will be found ranking first. In such countries 
the market possibilities for American made electrical 
products is big, snd we are working hard to put all nec- 
essary details about those market sources at command of 
anybody who is interested in exporting. 


“Another department whose worth is too little known, 
is the Bureau of Standards. It maintains the largest gov- 
ernment research laboratories in the world and there are 
three of its functions that it may be well to mention. 
First, it is the legal repository of standards—that is to 
say, if you want to know how much a pound really is, 
ask the Bureau of Standards. Second, it functions as the 
research bureau for all purchases made by Uncle Saw. 
Third, it aims to help manufacturers and users arrive at 
a meeting of minds regarding simplification and standard- 
ization in industry. 

“The Bureau of Standards is a Bureau of Service. Sec- 
retary Hoover’s plan is that it shall undertake for indus- 
try those classes of activities in standards and simplifica- 
tion that the industry wants. The Bureau has hundreds 
of contacts with scores of industries. For some indus- 
tries it is a research laboratory, for others a proving 
ground, for others a consulting relation and so on. The 
Bureau can and does serve as a great educational and 
moral force to place before maker and user the standards 
agreed upon by both as being sound and in the public 
interest. 

“During the war, the Economy Division of the War 
Industries Board discovered that there were about forty 
heights of wagon wheels in use. Think of it—forty! 
When the waste resulting from that practice had been 
made evident it was no trick at all to bring wagon build- 
ers to see the advantages that would follow were the di'- 
ferent sizes to be held down to four or five, and that is 
being done today. Because of the obvious advantages 0: 

(Continued on page 106) 
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Army Tactics for Jobbers 


F. J. Gottron Believes That Planning and Fighting for an Objective 
Offers Solution of Merchandising Problems 


By FRANK B. RAE, JR. 


Tisis is the third of a series of 12 interviews with prominent electrical manufacturers 


RMY tactics for jobbers—that, in four words, is 
A what F. J. Gottron recommends as a practical 
solution of the electrical wholesaler’s merchandis- 

ing problem. Not that he sets up to tell the jobbers how 
to conduct their business; he simply offers the suggestion. 
Of course a lot of jobbers will right away ask, “Who is 
this man Gottron, and 
what does. he know 
about the jobbing 
business?”’ Which re- 





minds me of one El- 
bert Hubbard used to 
tell about his hired 
man. It seems that 
Hudson Maxim, the 





inventor of the ma- 
chine gun, happened 
down to East Aurora 
on a visit, and to 
while away an odd 
half hour he decided 
to lend a hand on 
some gardening 
work which was in 
progress; he took 
hold of a wheelbar- 
row and was trund- 
ling it along when 
the hired man yelled, 
“Hey! Leggo that 
there wheelbarrow— 
what ’ell do you know about machinery anyway?” 

Admittedly Gottron knows nothing about the jobbing 
business from the inside. He has never toted a catalog; 
he has no conviction about the one best method of ware- 
housing knobs and tubes. But during the past ten or 
eleven years he has studied, dealt with, sworn at and 
eulogized all sorts, sizes, shapes and conditions of elec- 
trical jobbers; he has been for ’em, against "em and neu- 
tral; he has seen them succeed and fail—and he has seen 
the same man fail with one item of merchandise and suc- 
ceed with another. He knows jobbers as a doctor knows 
his patients—not by personally suffering their aches and 
pains, but by knowing what causes these aches and guess- 
ing how the pains may be cured. In drawing the analogy 
between the jobbing business and the operations of an 
army, I believe that Gottron hits upon a parallelism that 
deserves a whole lot of thought. 

“When an army organizes for an advance,” he goes on 


F. 





‘o explain, “the ground is carefully studied and mapped, 
‘he ‘enemy defenses’ located and their strength appraised, 
‘nd the objectives predetermined. Men and equipment, 


ustenance and ammunition, are next provided and made 





J. Gorrron, 
The P. A. Geier Co. 


General Manager, 


ready ; then and only then are the boys sent out to win the 
objectives, while headquarters sees to it that they have 
the support and supplies they need. 

“An electrical wholesaler should organize for a busi- 
ness advance in exactly the same way. First, have definite 
objectives; then secure, train and equip the men; then 
make ready the nec- 
essary materials; and 
finally back up the 
men on the firing line 
while they are fight- 
ing your battle for 
business. 

“It seems very sim- 
ple to me, looking at 
the problem from a 
distance as I do. 
However, I realize 
that it’s no such sim- 
ple matter to the job- 
ber executive who is 
details 
and has to answer 
four hundred and 
twenty questions and 


harried by 


make sixty important 
lecisions every hour.” 

You see, Gottron 
has no mistaken no- 
tion about being able, 
off-hand, to formu- 
late a business panacea or conjure up a hand-made mil- 
lenium for the electrical industry. “An ideal selling 
plan,” he says, “depends for success upon ideal buying 
conditions.” Such conditions don’t exist. We folk whose 
business it is to sell some billions of dollars worth of elec- 
trical merchandise a year have to do it, for the most part, 
by luck, guesswork and good, old-fashioned hustling. The 
perplexities, annoyances and devilments of the day’s work 
keep most of us in such a stew and pother that it’s next 
door to impossible for us to get organized in the way we 
know we should, and yet— 

“A disorganized army is a beaten army; an unorganized 
army is a rabble,” says Gottron. “I think it was Napo- 
leon who said that 





and Nap knew. Most jobbers are 
unorganized rather than disorganized. They simply 
carry on a guerrilla war for business, sniping orders, with 
no definite objectives, no real plan of campaign. 


“Please do not think I am knocking. I’m not. This is 
not even a criticism—it is a statement of fact. I feel that 
until that fact is realized the jobbers are always going to 
have hard sledding, and my hope is to help them avoid 
trouble insofar as I am able.” 
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The whole scheme of applying the principle of army 
operations to a business problem can be very quickly un- 
derstood when you see how he applies it to his own busi- 
ness. Gottron makes the Royal electric cleaner. He 
knows that approximately 800,- 





ness in washing machines that is the envy of all who kno 
the facts about it. As this is being written, he is maki 
a drive which will turn almost a quarter of a million d 
lars’ worth of washers, and during the dreariest days \{ 

the depression he “‘put over 


jo 





000 cleaners were sold in this 


sale of something like 500 m: 





country last year and that next 
year and thereafter under nor- 
mal conditions the sales should 


F. J. Gottron Says: 


chines in two weeks. Yet th it 
same jobber is making a mis- 
erable fizzle of vacuum clea: 


hold steady at about 1,000,000 . of objectives is the ers. Why? 


annually. He knows that his 
company, on the merits of its 
product, financial status, organ- 
ization development and trade 
connections, should be able to 
sell twenty percent of this total. 
That twenty percent—200,000 
cleaners—is Gottron’s sales ob- 


Now, to attain that objective 
requires first of all that he shall 
be able to manufacture 200,- 
000 of his machines. He must 
finance this output, accumulate 
and fabricate the materials, su- 
perintend every step from the 





true reason why the elec- 
trical trade is not holding on 
to its own business. . . . 

The man who knows exact- 
ly what he is after is likely to 
get it. That’s the value of hav- 
ing an objective. 
jective. If the dealer lacks an objec- 
tive he doesn’t function prop- 
erly for the jobber and is 
doomed to non-electrical com- 
petition. If the jobber lacks 
an objective the manufacturer 
must seek other channels. 


Gottron believes that the rea- 
son lies almost wholly in tiie 
jobber’s failure to determine 
what his sales objectives oug|it 
to be. When a manufacturer 
talks to him about a quota lic 
sees visions of the large order 
which he is being asked to sign; 
he does not look at it as repre- 
senting the amount:of business 
on that item he should get out 
of his territory—in other 
words, he does not look at it «s 
the gbjective for which hie 
should plan and fight if he is 
to hold his rightful position as 
a dominant distributor. 











buying of raw materials to col- 








lecting the money. In addition 

he must find, equip, train and officer a sufficient sales force 
to sell these 200,000 machines, and he must finance and 
feed this force, and back it up with the necessary adver- 
tising. The whole proceeding is a carefully organized 
effort to accomplish a definite end—to attain a predeter- 
mined objective. 

The jobber, says Gottron, can and should work in an 
exactly similar way. He should know, within pretty close 
limits, the number of cleaners sold in his territory; he 
should decide what percentage of that number ought to 
pass through his hands, basing his estimate upon his own 
and his competitors’ strength, and he should establish that 
percentage as his objective. 

For the jobber to attain his objectives requires, first, 
that he shall be able to finance the turn-over, then that 
he shall have the men trained and equipped to produce 
that volume of sales, and finally that those men shall be 
backed up, supported and provided with whatsoever ad- 
vertising and other sales help may be required to accom- 
plish what he has set out to accomplish. 

“I am simply applying some of the manufacturers’ ex- 
perience to the jobbing business when I make this sug- 
gestion,’ says Gottron. ‘We manufacturers have to de- 
cide upon our objectives a year or more in advance. We 
have to organize our money, men and materials to attain 
those objectives. And we have to keep our small armies 
of employees provided with every essential sales help and 
advertising while they're carrying on the fight for us. 
What we have to do the jobbers ought to do.” 

How many jobbers have any such basis and plan of 
operations? Mighty few, if my observation is accurate. 
That is why the jobbing business is so spotty. That is 
why we see a jobber make good in one item of merchan- 
dise and fail miserably with another. 


For example, I know a jobber who has built up a busi- 





This applying of the princi 
ple of army operations to the jobbing business has an 
other effect, and that is a different jobber attitude toward 
quality merchandise and the price thereof. Fancy the 
high command of an army haggling over the price of 
shells! Imagine a general deciding to use one-pounders 
instead of 77’s because he could get a better discount! If 
you adopt the army idea, you realize that your competi 
tion sets both the standard of the merchandise you sc! 
and the cost of your sales. Against weak and unintelli- 
gent competition, the jobber with a well organized and 
highly trained force can win with less-than-best merchan- 
dise upon which he may enjoy a wide margin of profit. 
But with keen competition he needs the best items he can 
secure, and if the margin is not so attractive let him blame 
the competition, not the manufacturer. The jobber must 
buy such merchandise as will enable him to attain his ob- 
jective; he must spend for merchandise, salesmen, adver- 
tising and service, whatever amount the competition makes 
necessary. The objective may not be worth that expense, 
or the manufacturer with whom he has decided to collabo- 
rate may not be willing to do his share to help win it, in 
which case the jobber will naturally turn to other items 
where the probability of profitable success is greater. Tlic 
point is, Foch couldn’t bust the Hindenberg line with a 
pea shooter; and you can’t overcome substantial competi 
tion with unworthy merchandise. 

A final and very important result of this model is that 
it forces a realization of the need not alone of careful pre- 
planning but of supporting the men in action, and of stick- 
ing to the fight until the objectives are won. 

“Vacillation,’ says Gottron, “is a weakness from whic! 
we all suffer and against which we all should strengthes 
ourselves. We see it among. small dealers particularly: 
they are swayed from sound policies and constructi\ 
(Continued on page 104) 
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The Kindly Electric Sign 


Competition and Tight Money Are Working For Instead of 
Against You In This Profitable Field 


By W. E. UNDERWOOD 


HE electric sign is a mighty good friend to the job- 
ber’s salesman—a little pal that sticks by him 
loyally when sales are almost as thin and far be- 

tween as the hairs on a nearly-bald man’s head just one 
jump this side of the point where ‘“Herpicide can’t save 
it.” 

In the late unpleasant business slump many erstwhile 
buyers retired into bomb-proof cavities and pulled the 
holes in after them, but electric signs burned merrily on 
and the amazing thing about it all was that new signs 
went up every day. When nearly all other varieties of 
advertising hit the toboggan for a dizzy slide, outdoor 
display advertising kept right on going up. And there 
was, as usual, a 
reason. While 
many other 
forms of adver- 
tising in normal 
times are advis- 
able and_ profit- 
able because they 
show a good 
profit on a long 
investment, dis- 
play advertising 
brings in its 
share of profit 


a. 
ZA 
4 
f 
Bi 


right away. 


Money invested 
in sign advertis- 


& 


ing pays divi- 
dends in the 
same month in 
which the invest- 
ment is made. 





Not so very 
long ago T. W. 
Simpson, who is 
western manager 
for the Federal 
Sign System 
Klectric) made 
1 study of the 
results obtained from electric signs as employed by local 
merchants in several western cities and his figures are 


Salesman. 


‘nough in themselves to sell an electric sign to any pro- 
‘ressive merchant anywhere. Here they are as compiled 
‘or a considerable number of stores of many different 
kinds: 

‘ormal monthly store sales before sign purchase......100% 
sales during first month after sign installation ...162% 
sales during second month after sign installation....174% 
sales during third month after sign installation....180% 
sales during fourth month after sign installation....178% 
These figures are all for ground floor stores and do not 





The Electric Sign is a Mighty Good Friend to the Jobbers’ 


include restaurants, garages and drug stores, for which 
even more startling results are obtained from electric ad- 
vertising, due to the fact that they are open in the even- 
ing. Similar effectiveness of electric advertising results 
for upstairs or second floor merchants. 

On the basis of cost, considering “juice,” maintenance 
and depreciation, the average expense of these signs for 
each 1000 passers-by is about 314 cents, almost identi- 
cally what it costs per column inch for newspaper space 
per 1000 circulation in the same localities. 

It is no wonder, then, that electric display advertising 
lias steadily gained in favor and will doubtless continue 
to expand rapidly for many years to come. And, the job- 
ber’s salesman 
ought to be ever- 
lastingly a boost- 
er for electric 
signs even if 
they are not in- 
cluded in the list 
of things which 
he has to sell, 
because every 
sign means lamp 
business and 
wire and conduit 
—a continuous 
performance of 
maintenance ma 
terials he may 
sell. 

Advertis- 
ing, like selling 
or any other 
phase of busi- 
ness, is a compe- 
titive struggle. 
The night is past 
when a lone elec- 
tric sign might 
have the field all 
to itself—when a 
few tiny, ten 
candle-power lamps in a sign got undisputed attention 
from the crowds because of surrounding darkness. Main 
Street in Podunk Corners at night is veritably a chip off 
the old block at 42nd and Broadway; just like the 
Great White Way only not so long nor quite so imposing. 

The big city merchant or the small town trades-man 
finds that, if he hasn’t an electric sign, his competitor has 
left him in the shade—‘‘faded” him in fact, speaking in 
the language of African golf. Light is his only saviour 
and he starts hollering lustily for the sign salesman to 
bring on the incandescent life-preserver. 

But competition doesn’t stop there. Long ago some 
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wise bird figured that he could beat the game by putting 
color into his electric sign and he did beat the game—for 
awhile, until other electric advertisers got on the band 
wagon too. ‘Ho, hum,” says the wise one, “suppose now 
I gotta think up something else to get ahead of these 
copy-cats,” so he put flasher effects in his sign and out- 
witted competition again, but not for long. 

Then it looked as though the wise advertiser had ex- 
hausted his bag of tricks. Years went by and there was 
nothing new in the field, then one night a year or so ago, 
a sign on Broadway, that had been using 10-watt lamps 
like all its neighbors, burst into bloom with high candle- 
power Mazda Daylight lamps. It stuck out like a sore 
thumb so that the other signs along that famous thorough- 
fare might just as well have been turned out. Something 
new was doing from then on. The demand for more bril- 
liant lamps for sign service swept the whole country with 
the speed of the old apple going over the fence when Babe 
Ruth connects with it. 

And the lighting industry woke up to the fact that 
White Mazda lamps, Mazda C lamps and Mazda Daylight 
lamps were in big demand all of a sudden for sign service. 

While these high-powered lamps are suited to many 
signs, yet there were signs where they could not be used 
to good advantage and it was evident that a new lamp was 
needed to bridge the gap for sign service between the old 
10-watt sign lamp and the high wattage Mazda C lamps. 

Without delay, the new blue Mazda sign lamp was de- 
vised and marketed and it is still so new that a few words 
about it here may not be amiss. The new lamp is made in 
25 and 50-watt sizes and in a tipless, blue bulb of a shape 
all its own, known as P-19. These lamps are of the 
vacuum type but have a concentrated filament effective as 
a symmetrical light source. Because of their great “end- 
on’ candle power these lamps have the appearance of bril- 
liant round spots of light when viewed horizontally as in 
a lighted sign. The bulb shape and size permit their use 
in sign troughs originally designed for the old 10-watt 
sign lamps. Furthermore, these lamps will stand the 
weather without any protection because of low bulb tem- 
perature. 

Because of the blue glass bulb, the light from the new 
lamp is whiter in color than that of the old sign lamp, but 
don’t confuse the blue sign lamp with Mazda Daylight 
lamps. While the light from the blue Mazda sign lamp 
verges on white it does not represent the painstaking 
effort to approximate the color of noon sunlight that is 
embodied in Mazda Daylight lamps and it is not a gas- 


filled lamp. 


The Proper Selection of Lamps for Sign Service 


With the wider range of lamps to select from for sign 
illumination, a new problem arises. A few years ago one 
chose ten watt lamps and let it go at that because there 
was no other choice. Today any one of half-a-dozen 
lamps may be used varying in size all the way from 10 to 
150 watts. 

It really is not difficult to pick the right size and type 
of lamp for any sign if you will but keep in mind the ele- 
ments which should govern the choice. These elements 
are: 

1. Amount of light from surrounding signs or other 
light sources. 


2. Current carrying capacity for which sign is wired, 
8. Position of sign and height above street. 


4. Whether lamps are used in masses or for back- 
ground or contrast effects rather than for individual yisi- 
bility. 

A sign in a down town, metropolitan district usually 
has a lot of competition. There are other lighted signs 
all round and about it. There are brightly lighted store 
windows, high intensity street lights and perhaps a glit- 
tering “movie” palace, all silently clamoring for attention. 
Hence, the choice of lamps for this sign, except for back- 
ground or masses of light, will inevitably be Mazda C 
lamps or Mazda Daylight lamps, particularly if the sign 
is mounted high enough above the street so that unpleas- 
ant glare effects do not result from the high brilliancy. 


New Lamps Help Signs 


In cases where signs in metropolitan centers are 
mounted low, such, for example, as those over theatre 
entrances, there is at present a limit on the brilliancy 
which may be sensibly employed. For this service 50- 
watt White Mazda lamps give attention compelling and 
pleasing effects. Lamps of higher wattage are so bright 
and the resulting glare is so great that pedestrians look 
down almost unconsciously so as to avoid the glare, thus 
missing the message on the sign. Car drivers cuss long 
and fervently at the low-mounted sign where lamps of 
too great brilliancy are used. But when signs are two 
stories or more above the street, intense illumination is 
helpful rather than harmful to night driving. 


Where many lamps are used for backgrounds or border 
effects, contrast between them and the other portions of 
the sign are usually desired. For such use the 10-watt 
sign lamps are still desirable and doubtless there will al- 
ways be a demand of this nature for low wattage lamps. 
For all other usual electric sign service the new blue 
Mazda sign lamps are recommended. 


Mazda C lamps, as you know if you ever have taken 
hold of the business end of one which has been burning 
for any length of time, operate at a considerably higher 
bulb temperature than do vacuum type lamps. Naturally 
the hottest part of the bulb is that closest to the filament. 
When employed in out-door signs, these lamps are practi- 
cally always used in a horizontal position, so that, unless 
some protection is afforded, rain or snow may strike the 
bulb at its hottest point, in some cases causing the bulb to 
crack. To overcome this difficulty, several protecting de- 
vices have been brought out, among others, a simple metal 
cap which covers but a small part of the lamp but which 
is entirely effective. 

This is a high point to remember—if you are selling 
Mazda C lamps or Mazda Daylight lamps to be burned 
horizontally in signs exposed to the weather, be sure that 
the purchaser understands that lamps must be supplied 
with protecting caps or other shielding equipment. 
Otherwise you may have a kick on your hands in which 
the fault is yours rather than that of the buyer or of the 
lamps themselves. 


The high-powered electric sign started on Broad- 
way, but instead of playing for a couple of 
years exclusively in Gotham, it soon covered tlic 


(Continued on page 86) 
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All Ready to Sell 


A $40 Per Day Salesman Is Waiting to Serve Your Dealers for $1 Per 
Day—Help Him Get Busy 


By JAMES H. COLLINS 


E is a salesman capable of earning forty dollars 
a day. 


He offers to work for your dealers for a dollar 
a day and be on the job every day in the year. 
Would they hire 
him? 


they were made, how used, and something of their romance. 

In other words, the combination of merchandise with 
something so often left out of window displays, show 
case and counter arrangements, self-selling devices and 
dealer helps that it 
is becoming rather 








As a matter of 
fact, he is working 
for them already, 
but they aren't 
keeping him busy. 

A six-inch double 
column newspaper 
advertisement in a 
town of 50,000 to 
100,000 people 
costs about forty 
dollars the insertion, 
and will be seen by 
one quarter to one- 
half the people in 
the community. 

If the dealer pays 
$500 monthly for a 
store on Main 
street, twenty-five 
by fifty feet, his 
window space, 
figured on a rent- 
per - square - foot 
basis, costs only one 
dollar a day. Ina 
week, the whole 
population of his 
town should pass 
his window several 
times. Here is his 
star salesman for a 
dollar a day. Why 
not help the dealer 


pear in-an early issue. 








James H. Collins 


scandalous. That is 
the idea, the plan, 
the something novel 
and human that 
links the people and 
merchandise _ to- 
gether with a bond 
of interest. Until 
the merchant—and 
the manufacturer, 
too—add this inter- 
est to their displays 
and dealer helps, 
they are keeping a 
highly efficient 
salesman loafing for 
lack of something to 
do. Walk through 
the principle streets 
of any town you 
visit, and count the 
window displays 
that are really in- 
teresting, enlivened 


This is the fifth of a series of important ar- with ideas. They 
ticles by the well known writer on business 
subjects. In this article Mr. Collins points 
out the value of the show window to the 
dealer and offers pertinent suggestions to 
jobbers’ salesmen on his duties. 

The sixth article by Mr. Collins will ap- | dow program laid 


form a very sma!l 
proportion, and 
fewer still in which 
displays are made 
according to a con- 
sistent plan, a win- 


out months = ahead, 





with frequent 





take advantage of 
this willing worker? 

Last year, several hundred business shows were held 
in New York City, and attended by thousands of people 
who paid money to get in and see-what? Mostly the 
sort of stuff merchants sell in stores—textiles, millinery, 
gowns, motor cars, household and office devices, building 
material, foods. What was the human attraction of these 
everyday things, many of which can be seen in shop 
windows? Why, chiefly that a lot of them had been 
brought together in one place, and cleverly arranged so 
that people could see what were the latest things, how 


changes in the dis- 
play. 

During the war years, many Latin Americans came 
to New York instead of going to Europe. New York 
merchants discovered that they were liberal spenders, 
so the sign “Se habla Espajiol” began to appear, with 
Spanish-speaking salesmen to take care of these new 
customers. 

Some months ago a statue of Simon Bolivar was un- 
veiled in New York. President Harding came from 
Washington, and there was a delegation from Venezuela. 


So far as the writer could discover, not a single retail 
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establishment with its ‘Se habla Espajiol” sign displayed 
the flag of Venezuela. One big bank with branches all 
over Latin America did not include the colors of Vene- 
zuela in its decorations for the occasion. Yet there are 
twenty Latin American national holidays, with the birth- 
days of patriots like Bolivar and San Martin, anniver- 
saries of battles, and the like, which might be utilized 
to bring merchants closer to their Latin American cus‘to- 
mers, as well as tell all of us more about our southern 
neighbors. 

A merchant uses daily papers to put his advertise- 
ment close to the news. When he puts ideas, human 
interest and news into his window, he is making the same 
kind of combination, and a very effective one. News 
is information about something happening. Things are 
constantly happening in a retail store—fresh goods ar- 
riving, original inventions and the styles in familiar 
things, special offerings of surplus and slow-moving goods, 
A little harder thinking, 
a little more attention to the public’s viewpoint, and 


windows can be made to tell a story. 


new conveniences in service. 


For instance, the idea that a man can keep cool in 
summer is news on the first hot days. An Eastern 
clothier made .this a window-news theme. He dressed 
a dummy in summer things of eighteen-eighty—bunchy 
two-piece underwear, thick cotton socks, stiff white shirts, 
high choker collars, round cuffs, suspenders, a woolen 
suit with vest, high shoes, felt hat. From each article 
a guiding tape ran to 1921 things—thin athletic under- 
wear, sheer silk hose, soft shirt, collar and cuffs, belt 
and Palm Beach suit, low shoes, cool straw hat. 

While this kind of display is newsy, it might be planned 
and the material got ready months ahead. Probably 
ninety per cent of the window work of any retail store 
could be laid out in a year’s program. For lack of such 
planning, windows have a way of being neglected, having 
too little human interest and sales value. They are like 


the display of a little delicatessen store in New York 
which the proprietor piled full of dainty things to eat and 
then added an appetite-killing afterthought-—a sign read- 
ing “Machine Oil for Sale.” 






A yearly program of windows would probably include 
not merely seasonable goods pertaining to the business. 
but attention to holidays, birthdays of famous men, au- 
niversaries of battles and historic events. In holidays 
alone, more than half the calendar is observed some- 
where, and foreign-born residents in a community might 
make observance of the out-of-the-way holidays well 
worth while. 

The same consistent plan, with human interest and 
news value, can be utilized by the manufacturer in devis- 
ing window material for the retailer, dealer helps, counter 
displays and self-selling packages. Three-fourths of 
such material sent out by manufacturers lack plan, idea, 
taste, dealer and consumer viewpoint. It is gaudy, flimsy, 
cheap. It is designed as though nothing else but that par- 
ticular manufacturer’s product counted in the retailer's 
business, which is lack of dealer viewpoint. And it over- 
looks service and convenience to the consumer, the broad 
human viewpoint of the people who will finally buy the 
product. 

In Buenos Aires a dispute arose between a merchant 
who had imported some perfume in novelty glass bottles 
and the manufacturer who had sold him the stuff. Origi- 
nally, the perfume came in a small bottle with a glass 
stopper. A glass rod attached to the stopper made it 
possible to take out a single drop of perfume. The Ar- 
gentinos liked that, not the perfume—which they dumped 
out, filling the bottle with expensive French scent. On 
re-ordering, the perfume was sent in a plain glass bottle, 
without the rod. Had not this dispute arisen, the manu- 
facturer would never have known why this novelty ap- 
pealed to the Argentinos—an illustration of how consumer 
viewpoint may be overlooked. 

All through business, this high capacity salesman is 
idle in neglected windows, show cases, counters, ineffec- 
tive or missing dealer helps, and self-explaining and auto- 
matic selling devices that should be moving goods while 
the merchant and his sales people are busy. This high- 
grade salesfellow is on the job already, eager to work to 


his full bent. But somebody must plan his work for him. 








trees. 


Most people can crowd into one picture, but not the Pacific Coist jobbers—they grow big out there like their mountains and 
For this reason this is only one-half of the photo, and just to make it interesting we'll show the other half next month. 
The photo was taken at Mt. Ranier on Aug. 80 during the meet‘ng of the Pacific coast section, E. S. J. A. 
“Wild Bill” Dening is back on the coast. Tennessee weather evilently doesn’t agree with him. 


Kindly note that 
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A Salesman’s Viewson Appliances 


An Interview with E. A. Sweeney, Manager Electrical Specialty 
Department, Alpha Electric Co., Inc. 


Reported by THOMAS F. CHANTLER 


( ieee “Ed” Sweeney have his way he'd be found, 
I suspect, heading a delegation of electrical men 
to Washington to petition somebody or other to 

issue an operator’s license to each and every user of elec- 


trical appliances. Not, 
you understand, that 
electrical appliances are 


even in a remote sense 
dangerous or difficult to | 
operate. That’s not the 
reason at all. But 
Sweeney holds that if it 
were made compulsory 
o understand appliances 
thoroughly all along the 
line, from jobber to 
user, that their many 
good points then would 
be correctly appreciated 
—and the appliances 
would stay sold ’till 
Gabriel turns trumpeter. 

I found Ed Sweeney 
at the Alpha Electric 
Company’s booth at the 
Klectric Show that was 
held recently in New 
York City. I looked for 
him there because I had 
been told that he was 
something of a hum- 


\\ 


dinger when it came to 
selling appliances, and 
| wanted to see him in 





to supply it. Incidentally, this man, Sweeney, does not 
enunciate through his chapeau, when the subject is ap- 
pliances and how to sell them. He’s been through the 
mill good and plenty. 

He began his business 
experience in the engi- 
neering department of 
the Street Railway 
Company, of New York 
City. After a few years 
of that he found himself 
craving activity in the 
commercial field; so he 
answered an advertise- 
ment for a man to sell 
electrical appliances in 
New York City. As he 
says, the name “Hot 
Point” signified little or 
nothing to him then. 
But he undertook to in- 
troduce the line and did 
so well that he stayed 
on the job for a matter 
of ten years. Then— 
almost three years ago 
now—the Alpha Elec- 
tric Company said some- 
thing about the “water 
being fine.” He’s still 
with ‘em and swimming 
strong—with ‘em but 
not “still,” that is to 
say. 








action. But my chances 
for talking with 
then were exactly 


him 
nil. 





There were so many women witnessing his demonstra- 
tion of an electric-washer, I almost made the mistake of 
concluding that they were listening to an explanation of 
iow to become more beautiful, or of growing slender and 
willowy. So while waiting for an opportunity for a word 
with him I visited the other booths, where washers were 
on display. One thing in particular impressed me: 

At those booths where demonstrations worthy the name 
vere being made the crowds were two and three deep. 
Che booths where the selling effort went no further than 
handling out literature got scant attention from those who 
passed. The conclusion was inescapable—the way to sell, 
s to sell. Make no mistake about that. 

Finding Sweeney later at his office, I told him that Tue 
JoBBER’s SALESMAN wanted material for a ‘“‘brass-tack’’ 
sort of article on the selling of appliances, and asked him 


E. A. SwEENEY 
Manager Electrical Specialty Department, Alpha Electric Co., 


“Selling electrical ap- 
pliances,” began Swee- 
ney, “reminds me a lot 
of selling automobiles—a new one now and then and still 
the majority seem to get along. Just the same, there’s 
a deeper parallel that’s being very generally neglected 
and for which the appliance business, in my opinion, 
suffers tremendously. And my desire to stress the need 
for improvement in that quarter makes me very glad of 
this opportunity to be quoted in Tue JoBBer’s SALESMAN. 

“Sticking to automobiles for a moment will help to 
make my point clear. To get satisfactory service out of 
an automobile one must understand both the theory and 


And 


because of the license that’s necessary in driving a car it’s 


actualities of its mechanism and how to operate it. 


made imperative for one to understand those things. 


“A satisfactory return in service results, and the 


maker’s claims regarding the merits of his car are sus- 
(Continued on page 92) 
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The Cool Man Always 
Has the Advantage 


Anger Has No Place 


In Bustness 


By DR. FRANK CRANE 


“[ HERE is no use telling you, son, not to 
get angry; no use telling any red-blooded 
man that. 

Indignation is a natural flame that spurts up 
in the mind, upon certain occasions, as surely as 
gasoline explodes at a lighted match. 

All I say is—Wait! 

Don’t do anything till 
your heat is gone. Don’t 
say words, fire the man, 
quit the job, nor pass 
judgments until your 
brain has cooled down. 

For most anger is the 
irritation of offended 
vanity. 

We think a lot of our 
opinion, and when one 
sneers at it it is as if he 
threw mud on our white 
duck trousers. 

We have a high notion 
of the respect due us, and 
when it is intimated that 
we are nobody we want to 
smash something to show 
we are somebody. 

We are never angry, 
save when our pride is 
hurt. 

Anger is nothing but self-esteem on fire. 

So flare up, if you must, swear and break 
the furniture; it may do you good; but go up to 
your room to indulge in this relief, lock the door, 
and stay there until the storm blows over. 

Never write a letter while you are angry. Lay 
it aside. In a few days you can come back at 
your offender much more effectually. 

Don’t transact business in heat. When you 
are “mad clean through” it is your sore egotism 
that is operating, and acts prompted by egotism 
are usually ridiculous. Many a man can charge 





the loss of thousands of dollars to a moment's 
outburst. Hang up the matter for a few days, 
and come to it again when your intelligence is 
not upset by your feelings. 

One of the best things to say is nothing. 
When you answer a man he gets your measure; 
when you keep still you 
have him guessing. 

The cool man, who has 
himself under control, al- 
ways has the advantage 
over the hot man. 

Even if you have to 
lick a man you can do 
much better if your head 
is clear of anger fumes. 
Wrath may lend a little 
extra punch to your 
blows, but self-control 
will plant them to better 
effect. 

Anger dulls your effi- 
ciency. What you do goes 
wild. You have a lot of 
energy, but no accuracy. 

Anger dims your eye. 
You see vividly, but what 
you see is not so. 

Anger makes chaos in 
your thought. You are a 
crazy man. What you think in the egotism of 
anger you will pay for in the humiliation of 
saner moments. 

Few good deeds have been done in anger, 
while all manner of crimes are due to the intem- 
perance of wrath, such as blows, murders, and 
war, “the sum of all villainies.” 

The first and greatest lesson for you to learn. 
son, is to control your temper, and, if your na- 
ture is touchy, to resolve to take no action ur‘il 
the blood is cooled. This is sound sense, sane 
ethics, good business. 


Copyright, 1921, by Dr. Frank Crane. 


‘| 
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Pictorial Review of Electrical Developments 





@Kadeil & Herbert. 

One of the beauties of America that the delegates to 

the disarmament conference in Washington had a chance 

to see was the huge Lincoln Memorial which at night is 
beautifully illuminated by electric lights. 





©Keystone View Co. 

All the comforts of home! Here is an electric 

heater which is designed to have the appearance of 

an old fashioned coal fire. It is installed on Sir 
Ernest Shackelton’s ship. 


©lnternational Film Service. 

Extra! Extra! Countess takes in washing! One of 

Britain’s titled women opens a laundry in which electrical 
equipment is conspicuous. 





International Film Service. @Keystone View Co. 
No more train wrecks. Locomotives are now being No, this isn’t a street car conductor’s cash register 
equipped with electric safety controls which averts col- \ but a little electric lighthouse by means of which : 


lisions and other accidents. | traffic cops direct the traffic at night. 
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Pictorial Review of Electrical Developments 











©Keystone View Co. 

On the docks and in warehouses electricity 
has taken the place of many men. Here a small 
electric tractor is hauling a heavy load of 











@Infernational Film Service. 

Instead of the old-fashioned bars. at railroad 
crossings we now have an elastic, electrically oper- 
ated netting which is dropped across the road 
and throws back the foolhardy motorist. 


freight. 


“my 





——~ 
International Film Service. — 
Residents of Detroit woke up pe =e “eg find ‘that = fi 
they were to ride to work in a combination trolley car : ~. 
and omnibus. «It runs either by electricity or gasoline. i = 
They can attain a speed of 25 miles an hour. Ih j 





@International Film Service. ©Kadel & Herbert. 
Stock tickers have been installed on ocean liners and the It’s all over but the shouting. Here is what 
above new wireless station on top of a New York hotel happens when a bolt of lightning strikes a tele- 


broadcasts stock quotations to the ships. phone pole—but it doesn’t always leave the pole 


standing. 
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Pictorial Review of Electrical Developments 












@Keystone View Co. 
Here is the nerve center of a modern battleship. 
This view shows the many instruments incident to 
the control and operation of the superdreadnaught, 
aoa Tennessee. Every movement and operation of the 
OKeystone View Co. ship is controlled from this room. 
Here is an American battleship running far out in 
the ocean, full steam ahead; without a soul on board. 
It is being controlled by wireless. 








@Keystone View Co. 

You have all seen on the screen motion 
pictures taken from an aeroplane. Above is 
pictured the latest type aero motion picture 
camera which is driven by electricity. It has . 
a one-fourth hp. motor and is operated on dry 
batteries. 


©Keystone View Co. ©International Film Service. 

The naval officer above is demonstrating a new anti-noise This is the army’s most powerful gun. It has 
marine telephone similar to those which have been used in the a 16-in. bore, is .50 calibre and can fire a 2400- 
United States air service. All destroyers are now equipped pound projectile 20 miles. Eight pounds of 
with these ’phones. smokeless powder are necessary to fire this shell. 
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Pictorial Review of Electrical Developments 

















Through definite policies and modern plans 
of merchandising, electric fixtures are coming 
into their own in many of the country’s fore- 
most electrical jobbing institutions. Above 
is the interior view of a residence purchased 
by the F. Bissell Co. of Toledo for use as 
a fixture display room. It is located directly 
across from the main postoffice in Toledo in ihe 
down town district. It is not appointed on the 
interior to create an atmosphere of wealth 
but on the contrary to convey a real home- 


like appearance. There are 12 large display rooms in the building 


wt which include the following: a porch room for porch 
lights only, bath room for bath room lights only, 
bed room for bed room lights only, low ceiling 
room for close-up pieces, commercial room for com- 
mercial lighting fixtures only, two rooms for the in- 
expensive real estate fixtures only, a large reception 
hall for reception hall fixtures, a special room for 
crystal fixtures, and the balance of the rooms show 
a wide selection of suitable fixtures for living and 
dining rooms. 








These four pictures show the exterior and three views In the rear of the building is a barn the bottom 
of the interior of the house. A sales room is maintained floor of which is used as a receiving and shipping 
especially for the salesmen’s use. The basement is used room. The second floor accomodates individual as- 
as a stockroom for glassware while the finished fixtures, sembling benches, unfinished orders and _ finishing 
lamps, ete., are stored in the attic. room. 
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Thought Stimulators . .2724vP son 


CORNELL university professor with an imagi- 
A nation—and a bigger bank account than most 

professors—has turned over $50,000 to that 
college to found an institution of pure and applied mathe- 
matics 

Believing that $6,500,000 will be required to establish 
the kind of department he dreams of, he stipulates that 
the $50,000 be invested by the trustees of Cornell, the 
interest to accumulate for a hundred years. By that 
time he expects the gift will have grown into the required 
fund. 

This plan recalls Benjamin Franklin’s bequest in 
1791 to the inhabitants of Philadelphia and Boston. 

Franklin left $5000 to each of these cities, which was 
to be loaned to “young married artificers” at five per 
cent. 

He estimated that each gift would amount to $650,000 
by a hundred years, and provided that the trustees should 
use $500,000 of it for public works and put the rest out 
at interest for another century. 

By 1908 the Boston Franklin fund was $540,000, and 
the Philadelphia fund had grown to $1,052,257. 

Boston used a substantial par of the money to establish 
the Franklin Union, a vocational school, and in Phila- 
delphia a sufficient amount was set aside to found 
Franklin Institute. ¢ 

Meanwhile, the surplus of both funds is still earning 
interest, and it is impossible to estimate how much good 
will result from ‘Poor Richard’s original $10,000 bequest. 

* * * 
ROFITS begin with buying. Profits are taken from 
the goods sold. Profits are realized when the money 
is rung up in the cash drawer. 

If you buy with all the wisdom in the world and leave 
one of every dozen to die on the shelves—you kill th- 
profit. 

If you sell with all the energy there is and leave one 
dollar in every ten to blow away as a bad debt— there’: 
your profit gone and your business wiped out. 

The thriving business is the one that deals with thrifty 
people. The best friend of profits is the good customer. 

Business is done for cash or credit. The other thing 
is charity. 

Credit business comes to an end when a man can’t pay 
his bills; cash business stops when a man can’t pay money. 

When the town is flushed with money, almost any cus- 
tomer is a good customer. But when the wheels stop, 
business can only be done with the man who has cash 
or credit. The other kind is a liability. The dealer must 
choose between turning him away and losing the trade 
or trusting him and losing his money. 

The man who has something saved is the only good 
customer when times are dull. If he did not save when 
he had money, he can’t pay cash, of course. If he did 
not save when saving was easy, he can’t be a good credit 
risk. 

The dealer is safe who builds up a line of good custo- 
mers during flush times. The dealer who does not insure 
his trade is coming to the time when he will have but 
one choice—he can go out of business or go under. 





Profits that get as far as the cash drawer are for the 
merchant who cultivates the customer who cultivates the 
habit of saving. 

The good customer can be recognized the minute he 
comes into the store. If he knows how to buy he knows 
how to save. If he knows the value of goods he knows 
the value of credit. If he respects what he owns he 
respects what he owes. 

Merchants spend good money freely educating their 
customers in values. 

Once upon a time it was not so. The sharp dealer 
tried first to sell the spotted melon. The shrewd trader 
figured that the easiest gains came from the ignorant 
buyer. 

But now—and this distinguishes the business man from 
the huckster—the business man knows that the customer 
educated in values is the best customer. , 

Permanent business—expanding business—is the object 
of the business man. 

What people spend makes up today’s sales from which 
come today’s profits. What people save flows into the 
great prosperity fund which keeps business moving; which 
creates new production; which returns more wages; which 
enhances purchasing power. 

Wise spending creates today’s gains. Wise saving 
promotes permanent business—expanding business. 

And this is what we are all after. 

* * * 
ERE is a most important observation on the selling 
problem: 

I quote from a current advertisement of an advertising 
agency: 

“There are two ways in which an agent can increase 
the number of its clients and the volume of their adver- 
tising. 

“One is by sales effort. 

“The other is by service effort. 

“The first method necessitates a galaxy of star salesmen 
who can drag clients in the front door faster than 
they go out the back. 

“The second method necessitates a seasoned service 
staff that can plan and prepare advertising that will 
make the sales and, therefore, the appropriations of 
clients grow. This method attracts fewer clients to the 
front door, but more enter of: their own volition——and 
stay. 

“The two methods cannot be successfully combined. 
There is not a margin of profit in present agency remu- 
neration to warrant both star salesmen and a competent 
service staff.” 

The advertisement brings out the point for which the 
writer has always contended: That it is just as profitable 
to spend money on sales effort inside the plant as it is 
to spend money on sales effort outside the plant. 

Few companies can afford to concentrate on both 
because the condition that holds in the advertising agency 
business also holds in practically all other businesses— 
the margin of profit is not large enough. 

In the organization in which the service effort is 
stress every man is a salesman, whether he is working 
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on a truck, in the shipping room, in the drafting room, 
or in the correspondence department. 

Too often money is poured into the laps of high- 
powered outside men, while a pinch-penny policy exists 
inside the organization. Big businesses have been built 
up on this plan, in the advertising field as well as in 
other lines. But there is little satisfaction in dealing 
with one-time customers. 

To the writer’s mind, the function of a business is to 
produce goods that will either make money or save money 
for the users. If such goods are well made, and delivered 
on time, and if the sale is followed up to see that the 
customer is completely satisfied, the ground work is 
being laid for a business that will attract orders at a 
very small direct sales expense. 

* * * 
F ALL customers who quit, 75 per cent transfer 
their business to competitors without giving any 
reason. 

They quit cold. 

Twenty-five per cent take the trouble to explain why 
they are leaving. 

Men who have studied this question say that any cus- 
tomer who will explain the reason for his dissatisfaction 
can be retained if he is properly handled. But in most 
cases complaints from dissatisfied customers are handled 
no appreciation of the value of 
letters they 


by cheap clerks who have 
a customer. By writing miserable merely 
add fuel to the fire. 

Customers who quit cold must be treated differently, 
and many large companies check their ledgers continously 
in order to locate these lapse accounts. 

Every complaint received by the Halle Bros. Company, 
a large Cleveland department store, crosses the desk of 
a high-priced official. His word is law in the making of 
adjustments. 

The names of all lapsed accounts come to this desk, too, 
and the company follows these up closely, finally sending 
«a man to interview the former customer if he does not 
respond to letters. 

Sam Weissenberger, who handles this work, recently 
told me that Halle Bros. 
customers the foundation of good business. 

* * * 


GRINDSTONE that had no grit in it—how long 
And affairs that 
had no grit in them—how long would it take to make 
a man?—Henry Ward Beecher. 

A reader sends us the above with the suggestion that 
he would like to have us write an editorial on it. 

This noon I heard some good natured bantering across 
the luncheon table. 


consider the holding of old 


would it take to sharpen an ax? 


One man asserted he was a pessi- 
mist, that he saw no hope of any material or spiritual 
improvement in the world. He was only semi-serious; 
nevertheless the idea was in his mind. 

Ye Gods! Blessed are we who can’t see the solution 
of all of our troubles. 


Don’t we invent games with “grit” in them? We use 
all our own wit to make them difficult, and we play them 


for fun! 


The average business man is dreaming constantly of 
the time when he will have his affairs so adjusted that 
they will run themselves. 


But that isn’t what he wants 





at all, for no sooner does he come in sight of his goal 
than he starts to focus his eyes on another goal way off in 
the future. 

He rolls up his sleeves and tightens his belt and goes 
at the bigger job for the fun of winning. He likes the 
grit in affairs. He insists that the grit be there. 

Have you ever had a soft job—a job so easy that you 
could do it with your brains half asleep? No grit; no 
fight? Then you know what it is to be miserable. 

* * * é 
OBERT LOUIS STEVENSON makes one of his 
characters in St. Ives say: ‘There is no telling what 
a man can do until you frighten him,” 

Reflect on this for a minute and see if you think there 
is anything in it. 

I recall reading the other day an excerpt from Aesop's 
Fables in which the story is told of an old dog, noted 
for his speed and endurance in hunting game. This dog. 
it appears, went out one day with the intention of run- 
ning down a rabbit, which he intended to eat for his 
dinner. 

He stirred up a rabbit and gave chase—two—three 
four—tive miles—but the long-eared rodent escaped and 
the dog returned to his kennel with his tail between his 
legs. 

His friends began to “kid” yoy but he retorted, ““Don't 
forget the hare was running for its life, while I was only 





running for my dinner.” 
It does make a difference. 


Every is familiar with the maxim which tells us 
it’s easier to climb to the top than to stay on top. 

At the outset we put tremendous exertion into a new 
undertaking. Our very inexperience keys all our senses 
up to a high pitch. Fearful of a misstep, we alert 
to all possible dangers. 

Having reached the goal the tendency is to relax, to 
take things easy 
by setting a new and higher goal. 

“Records are only made to be beaten” is the motto 
of the man who wants to keep himself mentally and 
physically awake. 

Perhaps it is too much to expect that we should all 
be in the frame of mind of the hare who was “running 
for his life,” but a little scare now and then has helped 


many a man over a hard hill. 
* * * 


one 


are 


The man of ambition overcomes this 


Most of us don’t appreciate what we've got until we've 
been on a two-weeks’ vacation. : : : 


It’s discouragin’ to be a member of a fine club and not 
be able to afford to eat there. : 


If it wasn’t for ™ pay roll, y Saale a ~~ a happy 
pastime. 


If a burlesque show has an oriental setting and nae, 
it can get by with anything. : : 


Sell with enthusiasm; buy in cold blood. 
Some build up to a standard; others down to a price. 


Success always means downright hard work. 
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MEN YOU SHOULD KNOW 


L. V. Garron, 


IFFICULT copy—that’s what this man, Garron, 
D is if your reporter be competent to judge. His 
“visibility” in electrical jobbing circles is high; 
personality positive and uat- 
tractive; boasts friends by 
the score; knows his business 
and is a hustler from 
back. But if there be any 
one who knows how to induce 
“Jack” Garron to talk abeut 
himself and blow his own 
horn a_bit,—well, your re- 
porter would like to know 
the secret of doing that. 
However, don’t get the 
wrong slant regarding ‘hat 
attitude of his, for he is 
affability and courtesy per- 
sonified wher one calls to see 
him. The peint is, though, 
that when I asked him to tull 
me something of what he had 
accomplished and to other- 
wise shie a few verbal bou- 
quets at himself, he threw up 
both hands and reneged— 
graciously, but definitely. 
“Regarding such matters,’ 
he declared, “you probably 


, 
way 





want to know about me as I E. Vv. 


happen to be seen by others, 

rather than as I see myself, anyway. 
admit that Bobby Burns was right, by inviting my friends 
to throw the brickbats or bouquets as they see fit. De 
that; I’ll stand or fall by what they say.” 

So I took him at his word, putting my troubles 
up to quite a few men who know him well and that I 
felt sure were good judges of men. This, then, is “Jack” 
Garron as he is seen by his friends:—“Top-notch sales- 


So why not 


man and competent executive, a man whose words and 
statements are always worth par. He has labored hard to 
better the industry and promote harmony; works day 
and night when necessary and is generally the last to 
leave his store. He has super-kindness of heart and 
[I have never heard of him performing and unkind act, 
not even in competition. Has the gift of making friends 
quickly and holding them. Were I seeking employmeut 
I think I should want to work for ‘Jack’ Garron.” 

Well, that is what his friends said about him and there's 
no doubt but that they meant it every word, and that 
he deserves it all. Just the same, your reporter is will- 
ing to wager long odds that Garron would have been a 
lot happier in mind if he had not imposed all that extra 
leg work on this, well, corpulent scribe, by making him 
chase around all over the map collecting those cpinions. 








Mgr. Philadelphia Elec. 
Co., Supply Dept. 


For “Jack” is human, all right; and, being so, has his 
full share of curiosity. 

You know how you itch to know who’s who when 
someone tells you they have 
a “trade last’ for vou, and 
that, mind you, is even with- 
out your knowing what it 
is that’s been said about you. 
Well, figure, then, how our 
friend “Jack” feel. 


Knowing actually just what 


must 


these nice things are that have 
been said about him; getting 
curiouser and curiouser every 
ninute—and not knowing, and 
never going to know, who tlie 
friends are that said those 
things about him. So let 
prospective candidates for 
mention in this department be 
warned by this fix that Gar- 
ron has gone and got himself 
invited 
to talk about yourself, sneak 


into. Morai: when 
up. 

Speaking of 
there’s 


speaking up, 
one 

“Jack” 
need to be 


subject upon 


which Garron does 


not wound up; 


rain or shine, morning, noon 


GARRON 


or night, busy or idle (if 
he ever is) there’s one little word of four letters that 
will start him off on a verbal marathon reaching form 
here to there. ‘‘Fish’—that’s the word. If Edison ever 
works out that scheme of his for communicating with the 
spirits of the departed it’s a pretty good bet that one 
“ Jack” Garron will have no faith in the scheme unless 
the celestial phone book contains the phone number of 
old Izaak Walton. 

When not busy co-operating for the good of the in- 
dustry, or boosting his own business, Garron fishes. An 
old hand he is, too, and a good one. That is, he is a 
good one, if the usual signs are to be relied upon— — 
he told your reporter about a recent fishing trip, when 
he made eighteen casts and hooked nine (count ’em) fish. 

Garron was born and raised in Woodbury, N. J., where 
he received his early education and his introduction into 
the business world, his first position being with the First 
National Bank of Woodbury. From there he went with 
the old Edison Light Company, Philadelphia, which is 
now the Philadelphia Electric Company, working in the 
commercial department for about two years. 

His next move was to the Philadelphia branch of the 
Western Electric Co., as store manager, later taking 
(Continued on page 90) 
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The Force of Example 


Something About the Psychology of Getting Your Ideas Across 
Without Friction 


By THOMAS FULLWOOD 


hand all ready to be typed and sent to the printer. 

Generally there is much digging after facts and 
subsequent “boiling” to compress the matter into one 
page. This time, though, the article scheduled for this 
issue is being deferred to make room for this report of 
things that have just been told to me by a salesman of 
many years’ experience, a man who studies his work and 
has reduced his operations to almost the basis of an exact 
science. 

I was discussing psychology as it applies to selling 
with this man, and asked him what phase of the matter 
seemed to him to be of most importance. “That’s easy,” 
he said. “All history rises up to tell you-the answer. 
Force of Example—that’s the most important thing for 
the salesman to understand and make use of. 

“Now a discussion of salesmanship is a discussion about 
selling, that and nothing more, just as a talk about baking 
is a talk about baking, or a conversation about fishing is 
about fishing. But when you take up the subject of 
psychology you cannot put up a fence labelled ‘Salesman- 
ship,’ and successfully keep within those limits. For the 
same methods used by the salesman in selling electrical 


GS ice does material for this department come to 


specialties or supplies are 


foreign to them entirely were they indulging merely in a 
friendly matching of wits or a game of some sort. So it 
is not so much that men do not understand these little 
tricks of psychology as it is that they forget to use them 
when there’s money involved. 

“The way in which the force of example is neglected in 
selling is typical of the many other such mistakes. But 
it is the most important of the lot to my mind; so I’m 
going to talk about that. It will be up to the salesman, 
himself, then, to search out the other weak spots in his 
selling armor. 

“Take up your Bible and you'll see that Christ de- 
pended upon the power of example, in getting his teach- 
ings across, more than he did upon any other one single 
thing. Those who are familiar with the inside methods 
employed during the war to sell Liberty Bonds need not 
be told the part that force of example played in those 
drives; and those who have analyzed the methods of suc- 
cessful evangelists know, too, the use made of the force 
of example at such meetings. But every day life is full of 
such examples; and any salesman who will keep his eyes 
open can be sure of meeting up with examples galore. 

“Last Sunday, for instance, I went bathing at a beach 
I had never been to before, 
and found all the bathers 





applicable, too, in persuad- 
ing another to vote a cer- 
tain political ticket, or join 


staying in very close to 


The Three Musketeers shore. Asking about it, 


I was told that the under- 





a lodge, or contribute money 
to a needy cause. And the 
sooner salesmen come to 
understand that fact the 
sooner will they get down 
to a reliable basis of opera- 
tion. There are many that 
do understand their psychol- 
ogy and use it properly to- 
day, but there are thou- 
sands whose understanding 
of such matters is mainly 
wrong. 

“Have you never ob- 
served that of many men 
it is true that much of their 
common sense seems to 
leave them the moment they 
undertake to deal with an- 
other regarding matters af- 
fecting their income? Their 
desire to get the money 


as it were, so that they com- 
mit errors that would be 








tow was very bad; so I fol- 
lowed the example of the 
others and mussed around 
in water up to my waist, al- 
though much preferring to 
be out where the water was 
smooth enough for swim- 
ming. Pretty soon a very 
much sunburned man and a 
girl came trotting down 
to the beach; plunged into 
the water; worked their way 








Every year up in the north woods of Canada 
the three modern musketeers of the electrical in- vond where they swam 
dustry gather to shoot—no, not craps, but game— . d 
fish, rest, tell stories and have a good time in 
general. These three musketeers from left to right, 
above, are: C. F. Boynton, Electrical Products 
Co., New York City; C. E. Corrigan, vice-presi- 
dent of the National Metal Molding Co., Pitts- 
burgh, and E. W. Rockefellow, sales manager of 
the Western Electric Co. 
‘ : ie Bathurst, on Nepisguit Lake, New Brunswick, 
acts to distort their vision, Canada. Proof that the three musketeers are 
good marksmen is shown on page 54. 


through the breakers and 
out to the smooth water be- 


about to their hearts’ con- 
tent and without giving any 
evidence of being in danger- 
ous water. In almost no 
time there were at least a 
The encampment is at dozen others swimming 
about out there too. Force 
of example had kept people 
(Continued on page 100) 
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Cutter Reflectors 


Are Specially Packed to Assure: 
Safe Siieneust Easy Handling and 
Convenient Storage 














The New Type of Carton, recently adopted 
in packing Cutter Reflectors for ship- 





ment, has the following advantages: 












Each Reflector is held rigidly separate from the 
others, thereby protecting the highly finished surface 
of the reflectors. 






It is convenient to handle when making installations, 
renewals, shipments, and when storing. 






3. It does away with the use of excelsior or straw for 
packing, thereby avoiding littered premises and dirty 
reflectors. 







4. Provides a safe and convenient case in which to 


store unused reflectors. 









Being plainly labeled, both as to contents, and parts 
that can be used in combination to make up complete 
fixtures, it saves time and worry. 









This new carton for packing Cutter Reflectors is consist- 
ent with the value and quality of its contents. 


Note that each triangular corner is slotted. The heads of 
the reflectors are inserted in these slots, holding each 
reflector rigidly in place. 


Westinghouse Electric & Manufacturing Co. 
George Cutter Works South Bend, Indiana 


Westinghouse 
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Another Sensible Campaign 
to Boost Your Appliance Sales 


At Christmas time, everyone is in the market look- 
ing for suggestions on what to give. This is just 
the time to put across a constructive selling cam- 
paign. 


















Selling Westinghouse appliances by the “Commu- 
nity Giving Plan,” which is described below, will 
be easier and more profitable than ever before. 


Get the dealer to stock his shelves; give him sell- 
ing helps and show him how to tie-in with the 
Saturday Evening Post advertisement which sells 
the “Community Giving Plan.” 


In the “1921 Christmas News” Westing- 
x | house has offered a real Christmas suggestion. 
aes _.__ She 1921 Christmas “News wy | 





Christmas gifts should carry an abundance 
of good-will; and also be chosen for use- 
fulness as well as for appearance. 


Both of these ideals are realized when an 
entire family unites in presenting a single 
worth-while gift to one member. Or when, 
in the same spirit, an individual whose prac- 
tice it has been to give Christmas gifts to 
each of several members of a family group, 
sends one useful and lasting remembrance 
to the group as a whole. 


ROLES Sap i AB Rink Rt, Sl 





This story with many suggestions on what 
to give each member of the family, as well 
as friends, is told in the “1921 Christmas 
News,” F. 4477. 
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Westinghouse Electric & Manufacturing Company 
East Pittsburgh, Pa. 





Sales Offices in All Principal American Cities 


Westinghouse | 
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Adventures of 


Hardluck Sam 


Our Hero Finds Secrecy Is a Snare 


LICE JINKS, lip-stick in hand, looked at her 
A husband suspiciously, her distrust aroused by his 

continued silence, and unusual attention to every 
detail of his attire. At last she spoke. “Sam, you look 
like a cross between Chauncey Depew and a political 
spell-binder. Where are you going?” 

Sam’s eyes rolled like those of a bull at a twitch of the 
nose-ring. ‘“Out!’’ he answered, truculently, “O-u-t, 
OUT!” 

She changed her tactics. “Why can’t I go with you?” 

“Because,” he replied, ‘I’m loaded for bear.” 

“The way you're acting now,’ said Alice, “you ought to 
be able to mix with the bears and cut their throats. You 
won't need a disguise.” Sniffing suspiciously, as she ap- 
plied a touch of Pinaud’s masterpiece, Sam suddenly real- 
ized that she was unusually careful of her appearance. 
He stood it until, wrap on arm, she opened the door. 

“Where are you going?” he demanded, suddenly. 

“Out,” she replied sweetly, “P-a-r-t-y, OUT! And if 
there is anything else you'd like to know, you'll find ‘In- 
formation’ in the centre of the lobby downstairs.” 

Her exit was noiseless. In nine years of battle, Alice 
had never slammed a door, raised her voice, or thrown 
things. Her shafts were deadly, and her aim marvelous, 
but, like Jimmy Valentine, she worked without noise or 
wreckage. Sam heaved a sigh. “Some woman!’ he 
breathed. “She looks like a million, and she could make 
Huggins trade Babe Ruth! If I let her in on this, she’d 
beat me to it, cop all the glory, and spend all the reward. 
If she ever gets wise to how good she is, I'll be a buck 
private in the rear rank!” 

A bit later, seated in the Palm Room, Alice became 

conscious of being watched from near by. Casting a 
languid glance to her right, she met the smiling gaze of a 
plain-faced, but faultlessly dressed woman, somewhat her 
senior. ‘“‘Pardon me,” said the other, “I think I saw you 
at the jobbers’ convention. I am Mrs. Allan, the Ired 
Allan Co., you know.” 
“A sterling credential,’ said Alice, cordially, “I am 
Mrs. Samuel Jinks. My husband is with the Consol- 
idated.” Mrs. Allan controlled her eyebrows, but her 
brain began to scheme, even as she talked. 

Alice, piqued at Sam’s reticence, was ready for any- 
thing, and in five minutes she had learned that Mrs. Allan 
was lobbying in behalf of the electrical fraternity. An 
ordinance was to come before the council the following 
evening, enforcing the use of safety switches in the city. 
Mrs. Allan was even then awaiting the arrival of Alder- 
man Ellers, whose support, if won, meant victory. 

“Now, dearie,” finished Mrs. Allan, “This is my plan. 
Join me in swinging Mr. Ellers, and what a wonderful 
surprise we'll have for our men folks. While they are 
working on the old fogies at the big meeting, we will cap- 
ture the real boss, and I’ll split my promised present with 
you. Isn’t it a real adventure?” 


Alice agreed that it was, while Mrs. Allan thanked her 


stars for bringing such beauty to her aid at the eleventh 
hour. She knew the susceptibility of Alderman Ellers, 
and when he arrived a few minutes later, her judgment 
was confirmed. He devoured Alice optically, from her 
stunning turban to her shimmering hose and tiny feet, and 
he was, as Sam would have said, “gone Democratic by 
fifty thousand.” 

Promptly at ten o’clock, at another hotel, Sam, the old 
warhorse, his cigar burning furiously, and his eyes aglow 
with the light of battle, leaped from his chair and went 
over the top. And even as he declaimed, driving home 
his points by thumping the table, Alice, only a few blocks 
away, at a sumptuous table in the Washington Grill, 
swung her reserve batteries into line and fired her last 
crashing salvo. “Mr. Ellers,’ she concluded, “Electricity 
is the pulse of our community. Shall we retard its ac- 
tion, or send it forward by leaps and bounds, raising our 
city to its former prosperity, leaving the hidebound 
municipalities far in the rear?” Then Alderman Ellers, 
with Alice’s jewelled hand on his arm, and her lustrous 
eyes burning into his, fell, even as Anthony, Louis of 
France, and Napoleon fell, before the subtle attack of a 
woman’s charm, and the victory was won. 

At eleven o'clock on the following evening, Alice quietly 
entered her room as Sam paced the floor in front of the 
telephone. “We won out, dearest, we won out!” she 
gurgled, “I hurried back to tell you.” 

“Rave on, woman, rave on!’ snapped Sam, “but give 
me gangway when that phone rings.” 

“T tell you it’s all over,” she chuckled, “I put it over 
for you again. They don’t have to use safety switches. 
Mrs. Allan and I swung Alderman Ellers, and he did the 
rest!” 

“Mrs. WHO?” shrieked Sam. 

“Mrs. Allan,” replied Alice, “She told me you were all 
working to defeat that ordinance. You wouldn't tell me 
anything, so I went ahead and helped you anyway.” 

‘‘A-a-a-a-g-g-h!”” Sam choked, “Helped me! Do you 
know who Fred Allan is? He’s the biggest manufacturer 
of open switches west of New York! You started out 
like a bird of paradise, and you ended up a stool-pigeon! 
I was working with the gang for the safety switches! It 
meant five thousand in orders for the house, and a bonus 
for me! Allan must have spent a fortune to defeat the 
ordinance !” 

“Well, anyhow,” said Alice, turning a fur catalog to 
the five hundred dollar page, “J got mine !”’ 

And she thrust a check in three figures before his tor- 
tured eyes. 

* * * 

IG ideas can be expressed in few words: 

The Ten Commandments contain 297 words; Lincoln's 
speech at Gettysburg, 266 words; St. Mathew’s descrip- 
tion of the Crucifixion, 1200 words; the Declaration of 
Independence, 1321 words; the Sermon on the Mount, 
2435 words; the Constitution of the United States, 229+ 


words. 
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Little stories of 
unusual sales~as 
told by salesmen. 


He Was a Pessimist 
U PON entering the store of a 

certain hardware merchant in a 
town of about 2000, I was greeted by 
the proprietor with the following 
words: “Why don’t you stay home 
and save your house expense money 
—you can’t sell anything these days,” 
but I came back with the statement 
that owing to the line I was selling I 
was sure I not only had a good pros- 
pect but a sure sale. 

His curiosity being aroused he 
asked me what I was selling to which 
I replied, “Crepes.” He looked at 
me with a startled look but before he 
had a chance to get angry I smilingly 
handed him a cigar and asked him if 
it wasn’t about time he came out of 
his blue feeling and did something to 
get business started again? 

He then asked me to suggest what 
he should do. 

I suggested that he first tear out 
his faded window display and put in 
an up-to-date window trim, also offer- 
ing to help him do so at once. 

I, of course, induced him to put in 
a display along the electrical line 





Sai He Sorp Crepes 


which, by the way, brought to his at- 
tention the fact that he was all out 
of flashlight batteries. Besides giving 
me a small order for same he openly 
admitted that his pessimistic attitude 
was all wrong and assured me that 
there would be no more signs of a 
crepe around his place unless someone 
was in a coffin. 


E. M. Phelan. 


Had Correct Argument 

AM an electric appliance sales- 

man, and the other evening I 
was putting over a real sale from 
start to finish. The other day I was 
out canvassing and came across a 
home where they were just through 








VERY salesman can 

profit by the experience of 
the other fellow. Fighting 
salesmen have contributed 
these two pages of sugges- 
tions from the firing line. 
We pay five dollars for every 
letter giving an account of a 
sale made under difficulties 
—and what sales are not 
made under difficulties? 
Help the good work along by 
sending in accounts of your 
sales. 








washing, and the demonstrator was 
cleaning up his machine. I said, 
“Good morning, Mrs. Shaffer,” (I had 
received the name from her next door 
neighbor). “Buying a washer, Mrs. 
Shaffer, or have you had it for some- 
time?” 

She said, “Oh no, I am just trying 
it to see how I like it.”’ 

And I replied, ““Aren’t you afraid 
of your children getting caught in the 
springs and levers on the side, or get- 
ting bumped from the tub? That is 
what my wife wanted—something safe 
to be around.” 

“Well,” she said, “that is one 
of the bad features about this 
one,’ but it didn’t make so much 
difference to her what the inside was 
made of. Well, I agreed with her 
and she said her husband could do 
as he wanted as he is a machinist and 
understands what kind of stuff is 




















best in a machine of this kind. So 


I just said I was awfully busy and 
would call back in the evening if 
her husband would be home, as I 
had something very important to see 
Mr. Shaffer about. So she said, “all 
right,’ and I didn’t even tell her who 
I was or what I wanted, so as not to 
get the other fellow suspicious and 
try to force the sale over right away. 

I called back in the evening and 
Mr. Shaffer was home. I introduced 
myself, told him I was from the Blank 
Electric Shop, and that I had been in- 
formed that he was a man that under- 
stood the benefit of different kinds of 
material in these life time machines 
and what it meant. 

“Now,” I said, “I have been in the 
electric line for many years and I am 
always more than glad to come in con- 
tact with a man that really knows 
something about those things. Of 
course, I know what my machine is 
made of, and in fact, almost any re- 
liable machine made, but I shall have 
something to learn and I understand 
you are buying a wash machine now 
and I believe that if we spend a few 





Her Huspanp Was a MACHINIST 


minutes on these machines that we can 
both learn something. 

He has a cousin selling this other 
machine and he knew it was good, and 
it was no use trying them all out. I 
agreed and said, “Yes, all wash- 
machines are good, I must say. But 
I have a Ford which I think it is very 
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THE WILLIAMSON PLAN — Part One 











The Williamson Plan of Merchan- 
dising Home Lighting 


Furniture 


preserves intact the function of the Elec- 
trical Supply Jobber in the Speedy, 
Economical and Logical Distribution of 
Electrical Supplies. A System by which 
Every Element in the Trade Profits, While 
the Public is Better Served at a Lower Cost. 


R. Williamson & Company 




















28 THE JOBBER'S fA) SALESMAN 


Part Two — THE WILLIAMSON PLAN 











HE term “Fixture” has been more or less a curse 

to the electrical industry. It seems to have estab- 
lished a system of reasoning that the fittings installed 
for supporting electric lamps are permanently in 
place, not subject to change or replacement. 


An Awakening 





The matter of electrical “fixtures” seems to have been 
one that was concerned only with the original installa- 
tion, and this, despite the wide variety of taste and choice 
of the many types of individuals who might in the course 
of time have to live with and under these “fixtures.” 

The Public has been awakening to the fact that systems 
of home electric lighting are not as rigid as they were 
thought to be. The Public demands the same freedom 
of choice in the purchase and installation of electric 
lighting furniture as it does in floor coverings, period 
furniture, table decorations, etc. 


How Shall the Public Be Served? 





To serve the Public adequately it is essential that many 
tastes be satisfied, and that there be available sufficient 
variety in form and price to meet the esthetic and prac- 
tical requirements of every class of people, social habits 
and financial resources considered. It is also essential 
that a proper means of making contact with the Public 
be provided. Under the Williamson Plan the Electrical 
Supply Jobber is a vital element in developing this con- 
tact. 


R. Williamson & Company 




























November, 1921 THE soBBER’Ss fA) SALESMAN 29 


THE WILLIAMSON PLAN —Part Three 











HE Williamson Plan involves, briefly, the manu- 

facture and sale, under a single trademark, of a 
complete line of home lighting furniture, of sufficient 
variety in style and price to suit the personal choice 
and ability to pay of any class of people. 


The Jobber 


Each unit is packed in an individual container, properly 
identified by a descriptive label. Jobbers’ salesmen are 
furnished with photographic reproductions of these 
units and the dealer is thus enabled to select his stock as 
simply as he does any other popular electrical conven- 
ience. The jobber maintains his stock in standard pack- 
ages. There is neither breakage nor deterioration, 


The Dealer 


The Dealer secures advantages which were impossible 

under the old system of handling lighting furniture. 

He buys at short range from his electrical jobber. He 

buys in small quantities as often as necessary to re- 

plenish depleted stocks. He keeps his capital liquid | 
for expansion and development. This method of buying | 
in small quantities from the jobber means more sales on | 
smaller capital; quicker turnover, compounding the 

profit on many sales. 








R. Wiliamson & Company 
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Part Four —THE WILLIAMSON PLAN 








NDER the Williamson Plan the resources of 

seven leading manufacturers of home lighting 
furniture are coordinated, each devoting the major 
part of productive capacity to the manufacture in 
volume and consequently at low cost, of that type 
and style of lighting fvrnsture tor which his facilities 
are best adapted. 





























The Williamson Plan thus involves pro- 
duction at low cost; variety and price to 
meet the taste and ability to pay of all 
classes of people; a logical system of 
distribution; an opportunity for each 
element in this system of distribution to 
serve the public to its advantage at a 
profit. 


Write for further information regarding liberal dis- 
counts, territory, etc. Do it now, while the big oppor- 
tunities are still available. 


R. Williamson & Company 
Lighting Furniture 


NEW YORK CHICAGO SAN FRANCISCO 
224 Fifth Avenue 601 Washington Boulevard 711 Mission Street 


ASSOCIATED FACTORIES: 


St. Charles Fixture Manufacturing Co. Robert Findlay Fixture Co. Bayley & Sons, Inc, 
R. Williamson & Company Robert Phillips Company, Inc. 








November, 1921 


THE JOBBER’S> 


Ml SALES ™M 


sa 


— 


AN 31 





good—indeed, it is a whole lot better 
than walking but I know I would 
rather have a Packard”. 

“Oh yes,” he said, “but there have 
been several agents here and they all 
say the same thing. 

“Well,” I said, “that is true, every- 
body naturally sticks up for his own 
article, and naturally, he believes it is 
the best, but I am leaving it to your 
judgment. First of all, I didn’t make 
a special trip out here this evening for 
the money there is in it, because I am 
working on a salary and it is only 
because I want your good judgment 
on this wonderful washer. You are 
not obligated more in having this 
washer demonstrated here in your 
home than reading in the paper about 
it, as it is our way of advertising, and 
I don’t often run across a man that is 
broad-minded enough to 
stand the meaning and the dif- 


under- 


ference in material in these machines. 
Now, are you going to buy more than 
one washer in your life?” He replied, 
“No.” 

“Well, then, I am only asking your 
good judgment on this machine and 
while doing that you are only spending 
a couple of hours in your life to satisfy 
yourself that you have selected the 
best machine. Now if you find the 
other machine better, I will take your 
word for it and sell the other machine 
as I am trying to get on the right 
side of this game and only men like 
yourself can help me do it. 

“Well,” he said, “if you feel that 
way about it you may bring your ma- 
chine out the latter part of the week.” 
Say, I was tickled to death as I knew 
he would never keep the first machine 
after seeing mine and the only trouble 
would be to get his permit to bring it 
in, as he was a wise fellow and didn’t 


ecm 


believe in agents. I sold my machine 
and never had a better friend. 

Now, I wish to say, that there is 
nothing in the world that goes further 
than selling yourself. I have been 
complimented several times for that, 
that I have reasons to believe it. I 
advise everybody to get on the right 
side, avoid all arguments, sell your- 
self first and you will land your order 
100 per cent. 

Edward Berg. 


* * * 


A Double Favor 


HAD been calling on two people 
for about 10 months and had got- 
ten no business at all from one of 
them and very little from the other. 
One day I was asked by one of them, 
if I had a second hand automobile 





“O_p Horns ror SALE” 


horn for sale, or knew of any one that 
did have one. I didn’t at the time, 
but kept it in mind. 

Fortunately, the next time I saw 
the other customer he mentioned he 
had a couple of second hand horns of 
the line I’m selling. I immediately 
told him I could dispose of them both 
for him. I just stepped to the ’phone 
and in five minutes had sold the two 
horns for this man and got a nice or- 


der from him as well. His business 
has been easy for me since. 

I delivered one of the horns to the 
other friend in person, who expressed 
his deep appreciation of my interest 
and has also shown his appreciation 
by giving me his business since. 

Floyd M. Baird. 


* * * 


They All Fell 


HILE a soliciting salesman in a 

combination gas and electric 
company, I chanced to be in the sales- 
room when a lady asked me to demon- 
strate the two makes of vacuum clean- 
ers we had. 

When satisfied, a tip was dropped 
“that she hoped friend husband might 
present one Christmas.” 

Her husband, I found, occupied an 
office with two business men, and to 
give him the impression the canvass 
was general, I dropped a note to each 
of the three, on my personal card, that 
a cleaner would be demonstrated at 
their homes. 

The only man I intended landing 
was friend husband and about Dec. 18 
called at his home and abstracted a 
quart of dust from a rug he thought 
was clean. He could not afford one, 
but early next day he arranged to have 
one delivered Dec. 24. 

While congratulating myself on the 
luck it occurred to me the other two 
might be shamed into buying, so I 
carted the machine to each of their 
homes. I then called at the office 
when all three were in, and pulled the 
news of friend husband buying one for 
his wife. The other two came across, 
and it was Merry Christmas for three 
couples and a salesman. 

D. Post Williams. 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 


giving them the benefit of your experiences. 


And— 


We Will Pay $5.00 For Every Letter Published 


ARAL A 








! 
1 














32 THE sopBER’s [f])SALESMAN 








CLEAR SITE 
PLUG FUSES 


APPROVED BY UNDERWRITERS LABORATORIES 


EQUALING IN QUALITY 
ECONOMY RENEWABLE FUSES 


Side of Retail Package 


CLEARSIT 


A New Plug Fuse of 
Unequalled Performance 



































4,000,000 Sold 


HERE ARE THE 





1—‘‘Drop-out”’ link used exclusively. 
2—Insulation cap with fluted grip. 
3—Small, strong, clear window permanently attached. 
4—Link melts immediately under window. 

5—No breakage, through shipment or abuse. 


Sold by Jobbers ant 


ECONOMY FUSE & 
J 


CLEARSITE PLUG FUSES CHICAGO 


THE ONLY PLUG FUSE USING THE FAMOUS 


Side of Retail Package 





ECONOMY “DROP-OUTLINK 
ECONOMY FUSE & MFG.CO. CHICAGO,U.S.A. 
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yy CLEARSITE 
PLUG FUSES 


ioaMe ©4 ror 2Z295¢ 125 VoLTs 


Bottom of Retail Package 


PLUG FUSES 


A New Consumers’ Retail 
Package and Merchandising 
Plan to Meet the co 
Public Demand. a 






























dthe First Week! 


HREASONS WHY! 


6—Lighter in weight, minimizing freight cost. 
7—Screw shell securely fastened. 

8—Fasily inspected. Capacity plainly visible. 
9—Priced right to jobber and consumer. 


10—Packed both in usuakgtandard package quantities and 
in attractive colored retail packages. 


angvealers Everywhere 


(MANUFACTURING CO. 


U.S.A. 


Ends of Retail Package 


CLEARSITE 
PLUG FUSES 


6 ron? Be 


10 AMP. 
125 VOLTS 
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Gave Up Teaching 


ARRIS invited me out to his 

splendid big home on Squirrel 
Hill—out among the Nabobs. It was 
a beautiful estate. How did Harris 
ever do it? I was anxious to learn. 
Harris reminisced that afternoon and 
that is how I learned the secret. 

Harris was formerly a high school 
principal in a West Penn town. One 
idle summer afternoon a few years 
earlier he wandered into an electric 
service shop. He was attracted by the 
arrangement, and humanity repre- 
sented by the lines displayed. The 
manager approached him. Through 
conversation he learned that the mana- 
ger had been a school man _ himself 
before he went into this business. 

Harris expressed a desire to sell. 
Then the manager offered him a part 
time proposition. Harris felt that 
two hours a day would clear his 
board. He jumped at the offer and 
the two hours spare averaged him $4 
per day. 

Then the blow fell. The school 
board called a special meeting. It 
was indicated then and there that 
a part of the time for which they 
were paying him $135 per month for 
shooting the young idea was being 
devoted to the mercenary pursuit of 
making a decent livelihood, and that 
as such was entirely beneath the dig- 
nity of the calling, Harris was ordered 
to quit peddling or quit teaching. 

Harris had not yet learned to 
swallow an ultimatum, without a 
grunt, so then and there he consigned 
them to blazes with all due tender- 
ness; and wrote out the resignation 
that knocked him into his present 
position. 

Then he told me that the first year 
he cleaned up #5000. ‘‘Then,” said 
he, “I worked a little harder and 
pulled down extra dividends on the 
extra investment of time and effort.” 

“Then, by skillful management, in 
six years, I was able to buy this 
place out here,” he remarked with 
a contented smile. 





S3i) bron 


‘““My son made as much out of that 


te 
am) > 





strawberry patch last year as I ever 
made on a two years teaching salary.” 

“And,” he added __ significantly, 
“That’s merely one of the by-pro- 
ducts of the good old electrical game. 
And when all’s said and done, I’m 
not a bit sore at the board’s action 
way back there seven years ago. On 
the contrary, I’m rather glad that 
the schools of Pennsylvania lost a tol- 
erable good electrical salesman. So 
glad that I send each member of that 
board every year a box of the best 
cigars I can buy, and there’s no malice 
in the gift. It’s a token of the obli- 
gation I owe them.” 























If you ever happen to be in New 
Orleans and hear a voice singing, “Oh, 
where is my wandering boy tonight,” you'll 
know it is Mrs. Frank H. Ames out look- 
ing for her better half who is shown above. 
Frank, who is secretary and treasurer of 
the Gulf States Electric Co., New Orleans, 
La., has been bounced around the country 
so much that he says he doesn’t know 
whether he is here or there. If you can’t 
locate him at Julia and Constance Streets, 
you surely will be able to find him at one 
of New Orleans’ fighting arenas. 




















Looking around at the big twelve- 
room house, and the expansive expen- 
sive surroundings, I felt that I under- 
stood his sentiments. 

x * * 


Name It and Its Yours 

HAT drives jobbers mad _ is 

aptly illustrated in the follow- 
ing letter which was received recently 
by the specialty sales manager for a 
prominent Los Angeles, Cal., jobber. 
If you can’t get a kick out of this you 
can at least learn how not to write a 
letter. 
Gentelemen, 

Please send by parcel post 2 bar- 
rings for cleaner this 
for the brushes on the end of brushes 
in the lower part of the machine 





I regret to inform you that I con- 
tinuer to make the house to house can- 
viss with no results, it is real dis- 
couging when a man can not sell even 
an an ordnary lamp I will also find 1 
to 5 lamps out in the home, the people 
here simpley will not buy or they have 
not the money to buy with, again I 
am a poor salesman. 

Mr. Blank this recent letter on 
prices of the SW washer $137.50 I 
addid the freight to this about $8. 
total of $145. cash price here is this 
correct find enclose clipping, this an- 
noncement for contiued alternated 
dayes have not brought an enquire, 
people that were waiting for prices to 
come down can not buy, What in the 
H———— is the matter, 


What I retain from my study in 
sailsmanship in 2 coarses seems to 
be of no value and I study from 4 am 
till 6 not less than 2 hours ever 
day and making a good grade 90 to 
100% but this does not sell aney 
thing, some times I feel like going 
where theres some life, the streets 
of B are dead from 8 am till 
11 80 A. M. there is not 20 people 
on the streets at aney one time and 
untill 4 PM. when men are comming 
from work they hike for home, and 
the question is ask what are we going 
to do and yet there is reports given out 
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HUBBARD 











POLE LINE HARDWARE 








ask your Jobber 


These words appear on every 
piece of Hubbard Advertising. 


When the operating man asks 
you about Pole Line Hardware 
the sale is two-thirds made 
if you can answer: 


It’s Hubbard Hardware 


It’s made of New Rolled Open 
Hearth Steel 


It’s Double Hot Dip Galvanized 


because 


The Hardware Makes The Line. 
Hubbard Makes The Hard- 


ware. 








PEIRCE. 











CONSTRUCTION SPECIALTIES 








HUBBARD & COMPANY 


Pittsburgh, Pa. 
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by the banks that there is over 4 
million -on checking accounts in the 
banks in this city, Mr T—— says 
the people simpley have not the money 
to buy with, now who is the judge, 
will close remain, 
Your very truley 
(Signed. ) 
* * * 
His Majesty, the Kid 
GOT this story from the “Special” 
writer, and I’ll give it to you ex- 
actly as he gave it to me. And this 
is the yarn: 

Seventeen houses wired, 15 washers 
sold. And says I to myself, “There's 
a story behind that feat that ought to 
be uncovered and released,” so I set 
out to find it. This feat had been ac- 
complished in a small mining town. 
I tried to dope out the solution on the 
way up. “It’s this way,” says I to 
myself, ‘“Those miners up there go to 
work and get their silk shirts dirty: 
to clean them entails some rubbing on 
the part of the weary housewife: to 
escape this implication wife has threat- 
ened to invite in mother-in-law: to 
prevent this calamity husbands have 
loosened up and bought washing ma- 
chines, thereby preserving domestic 
tranquility.” That is the story as I 
reasoned it out on my way up. 

When I got up there I made a sur- 
vey of the town. The outstanding 
feature of this hamlet was kids. Plain, 
dirty kids. Droves and hordes of them 
swarmed like so many ants over the 
commons. They averaged no less than 
ten to the family. “Ah,” says I to my- 
self, “there is the secret.” Rapt in the 
discovery, it was fully five minutes 
before I came to the realization that 
I had sunken into the sticky mud half 
way to my knees. 

Just then a piercing warhoop in- 
forms me that I am discovered, and a 
“stranger” in a white collar such as I 
is banned in the neighborhood. In 
less time than it takes to tell it, I was 
hemmed in on all sides by the young 
barbarians all impressively armed 
with missiles and et cetera. I had time 
to observe that each and every foe wore 
as a decoration a large red rose. A 
moment after I had made this ob- 
servation, I was placed under direct 
and damaging fire. I struggled in vain 
to pull myself out of the quagmire. 
But when a carefully aimed _ brick 
grazed my cheek, the motive of self 
preservation welled strong within me, 
this gave strength and vigor to mv 
legs, they assisted in carrying me and 





my injuries to a place of safety. In 
the security of the depot, I offered up 
a silent prayer for my delivery. 

Then the solution came to me all of 
a sudden. I visualized the scene. 
Enters enterprising salesman. Gets the 
lay. Plants rose bush in the middle 
of vacant lot. Waters land boarder- 
ing rose bed, producing quagmire, adds 
three bushels of bluing to the same. 
Then goes back, sits down, and awaits 
developments. 

A drove of young savages approach 
the quagmire, enter it, slip, stagger, 
fall, arise, bombard one another with 
handfuls of mud, confiscate roses, ap- 
propriate more slime, steal out, murder 
four or five transients, commit more 
depredations and slip home. Follows 
«a brief domestic interlude, ‘“The 
Slaughter of the Innocents.” Then 
next comes wash day. There's the 
Rub! 

Tuesday morning brings the wash- 
ing machine man on the scene. In the 
presence of the parents, he releases a 
sally of pertinent sales facts especially 
designed to sell his product. ‘“Wii!! 











No, C. R. I. Clark, of the Southwest 
General Electric Co., Houston, Tex., 
hasn’t been eating green apples or drink- 
ing corn liquor. He’s just trying to show 
you how proud he is of that little cor- 
poration he’s raising. Mr. Clark has a 
very electrical name. His first three ini- 
tials stand for “Clear Rough Inside” like 
C. RI. globes. But some say that 
C. R. I. isn’t only “rough inside” but 
“clear” through? 





wash anything under the sun. Sit on 
the porch and talk to and about the 
neigabors while the ‘Elite’ makes the 
children’s clothes clean and sweet.” 

Seventeen wired houses and 15 ma- 
chines bought and paid for. Marvel- 
ous? Nothing of the sort. As simple 
as a pair of newlyweds. ’Tis a condi- 
tion wrought entirely by the kid. 

And then I gave myself over to 
meditation, “The Kid. Heaven bless 
and defend His Majesty, the Kid! 
Without the Kid there would be no 
need for electrical appliances,” said I, 
feeling tenderly of the growing lump 
back of my right ear. “Without him 
the electrical appliance business would 
go to the wall. For ’tis the dirt that 
he creates, acquires, accumulates, and 
scatters abroad that makes the sale 
of the washing machine and the cleaner 
possible. Take the Kid out of the so- 
ciety of his contemporaries and— 
Bam! What would you do for a liv- 
ing Mr. Jobber’s Salesman? 

Well having four hours before train 
time, I laid my newspaper on the top 
of an adjacent trunk and wrote the 
story off. As I finished, the east-bound 
pulled in and put off an “Elite” wash- 
ing machine. I approached the gentle- 
man there to receive it. He greeted 
me with, “This is the sixteenth wash- 
ing machine for this town.” 

“How do you account for it?” I 
asked. 

“It’s a company affair,’ says he, 
“it’s hard to get miners down here, 
so we hit upon the idea of making 
it comfortable for the housewives.” 

“Give them the machines outright?” 
I asked. 

“Well not exactly,” he replied, “‘in- 
stead of charging our people $50 for 
wiring and $125 for the washer, we 
wire the house for $200 and give them 
the washer gratis.” 

Then I tore the article into small 
bits. Took paper and pencil and be- 
gan figuring. 

That was the story he told me, ax- 
actly as he told it. 

I met him on my last trip. “Still 
in the writing game?” I asked him. 

“Oh, dear no,” he replied, “since I 
saw you last I’ve been engaged in 
selling wiring contracts to six-room 
houses ‘with Kids or without.’ ” 

* * * 

Mazdak was a Persian reformer and 
founder of a religious sect about four- 
teen hundred and fifty years ago. 
Mazda is said to be the Persian word 
for sun. 
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EXTRA SHALLOW 


CANOPY SWITCH 


WITH THE BAKELITE BASE 
3 Amp. 125V 
MADE IN TWO SIZES 
List Price 


Cat. No. Stem Carton Std. Pkg. Incl. Key 
A3 3/l6-inch 25 100 80c 
A4 9/l6-inch 25 100 85c 


This new canopy switch has all the advantages of our canopy 
switch with the porcelain base with the additional advantage 
that the shallower base makes it the most desirable switch on the 
market for flat back brackets. The wires coming out at the sides 
permit installing it in a smaller space than is required by any 
other switch. 

For use with plated fixtures it is only necessary to plate the 
nut and button as nothing else shows. 


Brass Shell 
PENDANT SWITCH 








3 Amp. 250 V 
6 Amp. 125 V 
Cat; No. €1 5 
Standard corvanst 100 aii 
List Price ............ ~~. OE 


The most be autiful Sud artistic ‘panda patie on the market. 


Judge for yourself. 
BEAVER 


IMPROVED 


FEED-THROUGH 
SWITCH 





6 am. 125V 3 Amp. 250V 
Cat. No. Carton Std. Pkg. Std. Pkg. Wt. List Price 
D2 10 100 16 lbs. 50c 


EXCLUSIVE FEATURES 


Top casing free of grooves permits fastening of switch together 
in_either direction. 

Bottom casing free of grooves receives mechanism in either 
direction. 

Mechanism connected independently of casing with bridge for 
uncut wire to prevent retarding of switch action. 


Beaver Machine 
& Tool Co. 
Newark N. J. 


Thousands 





, The Sitch Y "WiFFout Fi Hjtch 





The Beaver Maid— 


made famous by 


BEAVER SWITCHES 


She Sells Them—So Should You! 


ee 


COUPLING SWITCH 


They sell themselves because they make any standard attach- 


ment plug a switch. First portable switch made to take home 
and connect without wiring. No tools required. 
3 Amp. 250V 6 Amp. 125V 
Cat. No. Carton Standard Pkg. List Price 
El 10 50 60c 


“BEAVER” PLUGALL 





Cat. No. Std. Pkg. Carton 
Fil 1 10 

A heater connector plug which fits all makes of toasters, stoves, 

irons, room heaters, or any other heating appliances. The contact 


used is perfect on either flat or round terminals. 


BEAVER SWITCH-PLUG 


FITS ALL HEATING 
APPLIANCES ‘ Wal I ve f 
6A-125V. 3A-250V. 





Cat. No. Carton Std. Pkg. List Price 
G 10 100 $1.35 
A plug and feed-thru switch combined under one casing. It is 


the last word in efficiency and convenience ; 
Buttons are made of high heat resisting material and are indi- 
cating. 


All National Electric Code,Standard. See November Electrical Merchandising 


Sales Office 


50! Church Street 
New York City 
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Just Sign Your Name and 
Get This Valuable Book 





Thomas Nail-Assembled 
Knob 


Thomas B. & D. Cleats 





Thomas 2 & 3 Wire 
Cleats 


Every salesman will find our new 
catalog on electrical porcelain 
a valuable sales aid that will 
give you just the information 
you need to close a sale. 


If you want increased “Turn-over” 
on standard wiring porcelains— 


If you want to sell more porcelains and 
make bigger and better sales— 


If you want to know more of the 
Thomas sales service for jobbers— 


Filloutthe inserted post card 


We will do the rest 
but 
don’t delay your actiona 
single day 


Gomorrotew may be too late 


Thomas Standard 
Tubes 





























November, 1921 THE JOBBER’S f@] SALESMAN 





89 




















x] 








iL 1} 
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Not A Mere Catalog 





This new publication is more than the ordinary 
Manufacturers’ Sales Catalog. In it will be found 
all of the information that you have so many times 
needed to close a sale. It is complete in every re- 
spect. To get your copy, merely fill in the post card 
inserted herewith and mail immediately. 


The edition is limited. We suggest prompt action. 











The R. Thomas ®@ Sons Co. 


Evcecutive Offices 
East Liverpool, Ohio 
Factories 


East Liverpool @ Lisbon, Ohio 


Branch Offices 
New York Boston Chicago London 
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ertinent Sales Facts and 
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are not going to discuss 
electric 


No, we 


washing clothes with an 


clothes washer. 
In any part of 


Dirty Linen the country no 


to Wash matter how fav- 
orable the condi- 
tions, the jobber’s salesman has “dirty 
linen to wash.” 

In other words—every salesman 
has accounts that have been 
by personalities and bad _ handling 
either fancied or real. It is up to 
the salesman to be the ‘““Washerman.” 
Sometimes the dirty linen comes out 
in the first wash, sometimes it takes 
repeated washings with the utmost pa- 
tience. So it is with the salesman. 
He may clear the atmosphere at once 
and then again on the other hand 
it will take months of patient work. 

PATIENCE is one of the very 


assets to successful sales 


soiled 


necessary 
work. One of our great writers says: 
“The man who has learned to take 
things as they come and let go as 
they depart has mastered one of the 
arts of cheerful and contented liv- 
ing.” 

The salesman who follows the above 
will find his work much easier and the 
dirty linen will wash much easier. 

R. W. Hunting. 
* * * 

HE day of the order taker has 
exist for the time 
It is now the day 

of the salesman. 

We reached 

the point in busi- 

ness conditions 


ceased to 
being at least. 
Keep have 
Posted 


where it now requires a salesman to 
put a sale over. The salesman must 
now study his line in all its detail so 
that he may be qualified (or have con- 
fidence) in presenting his goods and 
his firm in the proper light to his 
prospective customer. 

This is the time that is going to 
be the most trying one on a salesman’s 
patience and good nature. He will 
meet with trying conditions which his 
prospects will subject him to. His 
prospect will not give his order at 


Figures 


7 





once but will ‘“‘shop around” to see 
where he gets the most or the best 
for his money. He will also consider 
how much service a salesman and his 
house will render. 

The average prospective customer 
will now have little time in which 
to consider the placing of his orders 
and the salesman who imparts to the 
prospect the most information about 
his goods and about things in general 
is the salesman who will get the pros- 
pects orders and confidence. 

It is now the time that the salesman 
must keep posted on almost every- 
thing in general. He must put him- 
self out of his general line a little 
to gain information which information 
would be of service in helping to 
guide his prospect. 

It is now the time that a salesman 
must create a demand for his goods, 
and to create new prospects; that is 
to put an idea into someone’s posses- 
sion and help the possessor put the 
idea over in selling and sell some 
more. 

Geo. E. Wharton. 


* ” * 


Let me tell you, fellow salesmen, 
there is a little trick in every trade. 
So there is, too, in salesmanship. 
Here is yours. 
When you go in 
to a place of busi- 
ess, don’t go tim- 
carry an 


Tricks in 
Every Trade 
idly. Then you won't 
“afraid expression.” 

Walk briskly in, smile to all you 
meet and bid the time of day to each. 
That is showing true courtesy. Then 
“May I see the proprietor, 
please?” When told where to find 
him, smile and say: “Thank you.” 

When you find him, grasp his hand 
gladly, and say: “The top of the day 
to you, sir,” then add, while truly 
glancing at something pleasing, “It 
looks mighty nice in here. You, too, 
are looking fine.” 

See how the proprietor will sit up 
and take notice of you. Then say 
pleasantly: ‘I am wondering if you 


ask: 


will honor me with a little of your 
valuable time?”’ 

Now, way down in that proprietor’s 
heart he is thinking—‘Well, he’s one 
dandy fellow all right’—and you are 
sure of all the time you need, to make 
a good big sale. 

Be sure to know the good points, 
in all you offer him, and don’t be too 
tired to help him see the advantage of 
handling this or that article. When 
he really understands the points and 
sees the advantage of carrying the 
articles you are selling, you can begin 
to write your order, one that will sur- 
prise both you and the “boss.” 

When you are ready to leave, again 
thank him, and “You have 
treated me fine, and I surely am wish- 
ing you success, and hope I may come 
again soon.’ And by the sparkle in 
his eyes you will know he is pleased. 
This is brief but it is ‘true blue” and 
you'll find it is the “drawing card” in 
your career. 


say: 


M. M. Clarke. 
* * * 

Building reports begin to indicate 
that it is time to put a few more 
pounds of pressure behind the “push” 
in wiring supply 
sales. Building 
reports for re- 
cent weeks show 
a decided improvement as the follow- 
ing figures will indicate: 

Building contracts awarded during 
September in the 27 northeastern 
states, according to the F. W. Dodge 
Co., amounted to $246,186,000. This 
is not only the largest monthly total 
that has been reached this year, but 
it is also the largest September figure 
on record. The September total shows 
an increase of 11.5 per cent over the 
August figure ; whereas, during the 10- 
year period previous to 1921, the 
average September figure is 14.5 per 
cent less than the average August 
figure. Although the greatest increase 
in September was evident in the New 
York district, substantial increases are 
noted in the entire middle western 
territory, comprising the Pittsburgh 


Building 
Increases 
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CEILING ” 
ae 2 ELEXITS 
rs a ai Every ceiling outlet 
- box shou.d have 4%” 
Round Finehing Plate 4§ 9 Diometer —+ po gree an ard end 
j ia of stud should be at 
We bis | least %" above fin- 
Every tient has tne — Cree Bi gha 
. 13 Trianqulor “ae siexit KReceptacies can 
/ "Qeceplacle race then be installed at aces or ights ts 
7" on any time. 
| \ 
1g 
/ 
« 
Advance Information 
CEILING f . 
oa or Those Who Build 
If the 3” fix- 
i a 2S In 1922, lighting outlets in properly wired buildings 
—_—_—~_ Ralshed: ceiling will be Elexits. Each outlet will be finished with an 
a i, | ceptacles may Elexit Receptacle and Plate, so that an Elexilier (any 
Bonded Tenge : pg ere lighting fixture with an Elexit Plug properly attached) 
win." aaaaaes may be plugged in for permanent or occasional use. 
\ ‘3 | ; The manufacturers listed below have standardized 
: Elexit Receptacles and Plugs for interchangeable use. 
An Elexit Plug will fit an Elexit Receptacle regardless 
ee of which licensed manufacturer makes either part. The 
iL \ accuracy of this standardization makes it possible to 
y 
| / Gravy Chess it hes the \ WALL 
‘cane \ a eee illustrate in advance of the actual quantity production, 
mit (Nave 96” fixture studs, how simply the present types of outlets may be con- 
WT | ( SS verted into Elexits, either before or after a building is 
kescg | must be at least % 
\ I\ ji Sas completed. The essential thing is to observe the dimen- 
in / | can then be installed sions shown in the illustrations. 
Dl a Rd at any time. 
iltedvinnil The U 
e Unusual Character o 
” — = 
Elexit Standardization 
Pimered woil/ 
| ae WALL 
{ Outet Box nae 
= J cary Cont vas'va \, Fi sap Whereas most devices which should be interchange- 
Ceci Foe and box covers are able only become standardized after years of incon- 
4] a: ~ Sagi gyal ly Elexit Dev h been standardized at 
wot || gf ) No. 8-32 screws, venient use, exi evices have be 
| 471i Ss the outset by a number of competitive manufacturers, 
~, \ J) somnget | Guamneliy. and all the customary confusion and inconvenience have 
tlexit Receptacles 
J | ‘ _/ | may be installed by been prevented. 
Fosse eg | using these screw . : : 
_ *t —_ Make sure that all lighting outlets in all rooms have 
outlet boxes set to conform to the dimensions illustrated, 
seasiiet: so that Elexit Receptacles can be installed when they 
Pewahed Wt ELEXITS are ready for distribution. You will then know that. 
code to [ wat in this respect at least, these rooms will be “modern” 
a bon i, for 2 No. 8-32 for the life of the building, and that all lighting and 
(Cover Topped | J cay ~*~ screws spaced 
as tens / feetenie, 39-32" apart, and other electrical equipment used in them can be brought 
BR Ce Werhcably i arranged vertically, 
- | [| ~\\ \ Blexit ecaene up to date with the greatest possible economy and 
ea) ( P, ee convenience. 
. using ese ping 
tye 9 I | il + When Elexit Receptacles and Plugs are ready for | 
sh sae \ /\ covers are sufficient- th ket the fact will be widely announced. In the 
- A ly narrow, the € mar € € fact wi y 
my >= —. ae meantime 
tomer Ln eae with ; “oe e + a e | 
———— ae Plan with Elexits in mind | 
trated. i 
# “Elexit” is a name-word coined to describe ; 
any electric lighting outlet finished with an Elexit The Arrow Electric Co., Hartford, Conn. General Electric Company, Bridgeport, Conn. 
Receptacle, which may be — hd its Benjamin Electric Manufacturing Company,Chicago The Hart & Hegeman Mfg. Co., Hartford, Conn. 
ee ee, SS Gee The Bryant Electric Co., Bridgeport, Conn. Harvey Hubbell, Incorporated, Bridgeport, Conn. 
properly fitted with an Elexit Plug, becomes an ry . . , . : 
“Elexilier” and may be plugged into an Elexit, or The Cutler-Hammer Mfg. Co., | Milwaukee, Wis. H. T. Paiste Company, Philadelphia, Pa. 
Elexi ed — a ee ae oer Wan Economy Fuse and Manufacturing Company,Chicago Pass and Seymour Incorporated, Solvay, N. Y. | 
e standa attachmen si 
which now come on practically all electric Weber Electric Company, Henry D. Sears, General Sales Agent, Boston, Mass. 
appliances. 
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and Chicago districts. New England, 
the northwestern states and the mid- 
dle Atlantic states showed the usual 
seasonal decline in September. 

Residential building still leads 
among the various classes of construc- 
tion, amounting to $95,303,000 in 
September. This figure represents 39 
per cent of the total September con- 
struction. Of even greater significance 
at the present time is the increase in 
volume of business buildings. The 
September figure was $41,259,000, the 
largest monthly total on this class 
since June, 1920. Business buildings 
represented 17 per cent of the Sep- 
tember total. Construction was started 
on a number of long-deferred projects 
of this kind in September. Public 
works and utilities amounted to $35,- 
414,000 in September, or 14 per cent 
of the total; educational buildings 
amounted to $26,459,000, or 11 per 
cent of the total. September’s record 
of construction activity appears to in- 
dicate that a real revival is on the 
way. 

In the New England states Sep- 
tember building contracts amounted to 
$16,026,000, which is 22 per cent less 
than the August figure. The normal 
seasonal decline in September is 17 
per cent. Included in the September 
total were the following items: $6,- 
984,000, or 43 per cent, for residential 
buildings ; $2,840,000, or 17 per cent, 
for business buildings; $1,394,000, or 
9 per cent, for industrial buildings, 
and $1,240,000, or 8 per cent, for 
educational buildings. Total contracts 
awarded in New England from Jan- 
uary 1 to October 1, 1921, have 
amounted to $131,828,000, which is 18 
per cent less than the average for the 
first nine months of the preceding five 
years. 

Contracts awarded during Sep- 
tember in New York state and north- 
ern New Jersey amounted to $85,- 
900,000. This is the largest total for 
this district for any single month on 
record. The previous maximum fig- 
ure was $80,800,000, which was 
reached in the month of August, 1919. 
The September, 1921, total was 41 
per cent greater than the figure for 
the preceding month. Residential 
buildings amounted to $47,590,000, or 
55 per cent of the total. This is the 
largest figure for residential building 
in this district for any month on rec- 
ord. This total covers 1,384 projects, 
1,291 of which amount to less than 
$100,000 each, ninety amount to from 


$100,000 to $1,000,000 each, and three 
amount to more than $1,000,000 each. 
These figures demonstrate the effect- 
iveness of the Tax Exemption Act. 
Business buildings amount to $17,- 
590,000, or 20 per cent of the total, 
this being the largest total for. this 
class recorded in any month of this 
year in the New York district. The 
September total figure bring the total 
for the first nine months of this year 
up to $446,608,000, which is 48 per 








They say business will be 
better from now on. Are 
you going after your share? 
These sales facts and figures 
will help you get more than 
your share. Read them. 








cent greater than the average for the 
first nine months of the preceding five 
years. Contemplated new work was 
reported in this district during Sep- 
tember to the amount of $73,255,000. 

September building contracts in the 
middle Atlantic states (comprising 
southern New Jersey, eastern Penn- 
sylvania, Delaware, Maryland, the 
District of Columbia, Virginia and 
North and South Carolina) amounted 
to $34,119,000, a decrease of 10 per 
cent from the August figure. This is 
just the average seasonal decline for 
this district. The September total in- 
cluded the following items: $11,452,- 
000, or 33 per cent, for residential 
buildings ; $7,873,000, or 23 per cent, 
for public works and utilities; $4,- 
036,000, or 12 per cent, for business 
buildings; and $2,624,000, or 8 per 
cent, for industrial buildings. The 
total amount of contracts awarded in 
this district during the first nine 
months of this year have amounted to 
$258,388,000. If North and South 
Carolina activity (not included in pre- 
vious years) be deducted, the net 
total is practically equal to the aver- 
age in this district for the first nine 
months of the preceding five years. 
Contemplated new work was reported 
in this district during September to 
the amount of $58,293,000, which is 
14 per cent greater than the amount 
of contemplated work reported in 
August. 

September building contracts in 
western Pennsylvania, West Virginia, 
Ohio, Kentucky and Tennessee 
amounted to $40,885,000, an increase 
of 24 per cent over the August figure. 


In previous years September has, on 
the average, shown a decrease of 11 
per cent from August. Included in 
the September total were: $10,268,- 
000, or 25 per cent, for residential 
buildings ; $9,184,000, or 22 per cent, 
for educational buildings; $8,576,000, 
or 21 per cent, for public works and 
utilities; and $8,033,000, or 19 per 
cent, for business buildings. From 
January 1 to October 1, 1921, total 
contracts awarded in this district have 
amounted to $331,078,000. If the fig- 
ures for the states of Kentucky and 
Tennessee (not counted in previous 
years) are deducted from this total, 
the remainder is a figure considerably 
in excess of the average for the first 
nine months of the preceding five 
years. In this district contemplated 
new work was réported in September 
to the amount of $44,006,000. 

‘These figures are in keeping with 
reports from electrical jobbers all 
over the country that business has 
shown a marked improvement during 
the last couple of months and when 
the contemplated building program is 
in full swing jobbers’ salesmen should 
reap an untold harvest in wiring sup- 
plies and lighting equipment. 

* * * 

At the annual convention of the As- 
sociated Business Paper Editors in 
Chicago last month C. V. Gregory of 


Prairie Farmer 
Farm Report 


Magazine re- 
Encouraging o P 


sented the fol- 
lowing report on agricultural condi- 
tions which should sound good to job- 
bers operating in large farming dis- 
tricts: 

“The farming industry is very 
sound and in good shape. This is 
because there are no strikes, unem- 
ployment or idle farm lands. Every- 
body is working and a bumper crop 
will be produced this year. The in- 
dex figure of valtte of farm products 
has increased slightly in the last few 
months and is now 122. 

“Farm property is valued at mors 
than $77,000,000,000. Less than 41 
per cent have mortgages on them and 
of this the indebtedness is only 25 
per cent of the value. Thus the 
bonded indebtedness of this industry 
is much lower than that of any other. 
The farmers are ready to buy.” 

In some places there has been the 
impression that the farmer’s buying 
power had dwindied this year to mean 
proportions but Mr. Gregory’s report 
strongly contradicts that opinion. 
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A buyer’s market has no terrors for the real salesman 
but offers opportunities to build for the future. 

















a Complete wiring is the first step in 
yell the making of an appliance customer 


Flush Seay 

When the electrical contractor confers with 
the architect and home builder he should not 
overlook the possibilities for future business in 
a complete wiring installation. Of course, there 
should be plenty of lights and the most conveni- 
ent type of switch for their control. There 
should also be plenty of “convenient receptacles’’ 
if he expects to sell appliances and portable 
lamps to that household. 





G-E Tumbler Switch 
"Surface Type 


G-E Tumbler Switches and G-E ‘Standard’ Twin 
Receptacles fill the requirements of a quality wiring 
job. They insure the customer's satisfaction and are 
backed by a comprehensive advertising campaign 
which makes them easy to sell. The jobber’s salesman 





should emphasize these points in talking to his contrac- 


“G-E Standard’ 
Twin Receptacle tor customers. 





General@Ele ctric 


General Office Sales Offi 
Schenectady. NY. Co Im Pp a nN y all large wuoe 
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Magazine to 
Educate Public 

To give the public a better con- 
ception of the electrical industry and 
a fuller understanding of electricity 
as applied to the home and industry, 
the electrical interests of Columbus, 
Ohio, under the auspices of the Colum- 
bus Electrical Contractors and Deal- 
ers Association, have undertaken the 
publication of a monthly magazine 
which will be distributed to 10,000 
selected homes in the city of Colum- 
bus. The first issue contains a number 
of very interesting articles on elec- 
trical applications and products as 
well as advertisements of manufac- 
turers and jobbers who are support- 
ing the movement. In the first issue 
there is also announced a prize contest 
for a name for the new magazine. A 








Everybody down Texas way seems in- 
terested in the formation of the new Em- 
pire Electrical Supply Co., of Houston. 
For the sake of those who never had the 
pleasure of meeting that company’s ami- 
able officers here they are. From left to 
tight meet: H. F. Reichardt, treasurer; 
Ed. F. Hail, president and general mana- 
ger, and T. B. Matthews, secretary. One 
feature about the company is that every 
employee is a stockholder, girls included. 





prize of $50 in electrical merchandise 
is being offered for the name selected. 
This educational movement appears to 
offer great possibilities to stimulate 
electrical development in Columbus 
and its effectiveness will be watched 
with a great deal of interest. 
* * * 

Edison Lamp Works 
Exhibitors Make Tour 

So successful were the lighting con- 
ferences and demonstrations, or indus- 
trial and commercial lighting exhibits, 
which were held last winter and 
spring by the Edison Lamp Works of 
the General Electric Company in more 
than seventy of the leading distribut- 
ing centers of the country, reports this 
company, that they are again being 
conducted. A total of nearly 11,000 
attended these demonstrations, and 
the result was not only the selling of 
the better illumination idea, but direct 
orders and prospects for the jobbers. 
During October of this year the con- 
ference and demonstration was held in 
the following cities of New York 
state: Albany, Glens Falls, Amster- 
dam, Utica, Ilion, Rochester and Buf- 
falo. The present plan is to have 
this exhibit continue into Ohio, In- 
diana, Michigan and Illinois, down 
along the Mississippi, across Tennes- 
see and back to Harrison, N. J. It 
is expected that another booth and 
demonstrators will tour the New Eng- 
land states and New Jersey, starting 
about November 1. The methods fol- 
lowed are essentially the same as be- 
fore. Demonstrations of various 
types of lighting units, ranging all the 
way from unshaded, glaring lamps to 
the latest, best and most efficient units, 
are given in a portable canvas booth. 
Thus those who attended have an op- 
portunity to judge for themselves the 
relative efficiency and desirability of 
the different types, being aided by 
foot candle meters which are distrib- 
uted among them. A miniature show 
window forms part of the exhibit, and 
during the demonstration it is lighted 
with colored lights, showing the won- 
derful effects that may be obtained in 
show window illumination not only by 





Ge 








the use of the primary colors, but by 
combinations of them. The demon- 
strations are given with the co-opera- 
tion of the jobbers in the territory 


where they are held. 
* * * 


The Electric 
Home Game 

“The Electric Home Game,’ in- 
vented by W. W. Ayre, 225 Fifth ave- 
nue, New York, has promise of prov- 
ing an invaluable aid to all branches 
of the electrical industry in sales, mer- 
chandising, advertising and educa- 
tional work. The game comprises: 
(a) 32 movable pieces or reproduc- 
tions of 32 electrical appliances which 











C. B. (Dick) Hall, secretary-treasurer 
of the Illinois Electric Co., Los Angeles 
(on the left), and S. W. Murray, his as- 
sistant, have just finished a night’s sojourn 
in a cabin at Forest Home near Los An- 
geles where they were both Jerrys-on-the- 
job at the southern California dealers’ 
meeting. That flashlight in S. W.’s hand 
is to help him find delinquent dealers. 
Here’s a tip from Mr. Murray:’ Hang 
around the poker table and present the 
winner with his last month’s statement. 
And this was Dick Hall’s farewell ad- 
dress: “If this is camping out give me 
the Alexandria hotel.” , 
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Beginning this month 


our advertisements will 
appear in 


GOOD HOUSEKEEPING 
NATIONAL GEOGRAPHIC 
WORLD’S WORK 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 
CENTURY MAGAZINE 
ATLANTIC MONTHLY 
HARPER’S MAGAZINE 












ONVENIENT, refined and of per- 
manent value, the DI = 
Portable will bring into an % 
rich, mellow Christmas glow = 
the hearts of recipient and gig, 
Attach it to bed, dresser, cY 
where. Pull the chain to reVe- 





























Sor? intensity of light. - 

| 195° | | Sold by dealers everyw e 
f ge ( WIRT COMPANY, P y 
. 2 Y 


( 


mee 
ae 


Be Prepared to Replenish 
Dealers’ Stocks 


The advertisement featured above will 
appear in December issues of National 
Magazines. 


Electrical dealers who avail themselves 
of the opportunity offered in this adver- 
tisement by displaying the DIM-A-LITE 
Portable prominently will reap a harvest. 
Jobbers who are prepared to replenish 
dealers’ stocks will profit. 











‘ 
f 


PHILADELPHIA, PENNSYLVANIA 








Chicago San Francisco New York Export 
DOHERTY-HAFNER CO. GEORGE A. GRAY CO. HATHEWAY & KNOTT PASS & SEYMOUR, INC 
618-26 W. Jackson Blvd. 589 Mission Street 117 West Street 66 West Broadway, N. Y. C. 

Canada 


BENJAMIN ELECTRIC MFG. CO. of Canada, Ltd. 
11-17 Charlotte Street, Toronto 
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“Hold-Heet Space 
Heaters” 


A New Market of Tremendous Possibilities 








[ TERMINAL TROUBLE 
ELIMINATED 
EXTRA STRONG RIVETED 
MECHANICAL CONNECTION 
TO DOUBLE LEADS 


SUPERIOR MICA USED 


GRADE #1 CLEAR 
STAINLESS INDIA MICA 


ALL WASHERS OF BEST 





NO BRAZING OR WELDING 
HERE TO WEAKEN THE 
{RESISTANCE WIRE 








J 








STRUCTURE 

NO BURNOUTS 
ROUND WIRE RESISTS 
CORROSION BETTER 
THAN FLAT WIRE 
REFLEXED ELEMENT 
AFFORDS FREE 
HEAT DISSIPATION 


| NO HOT SPOTS 





HEAVY INSULATION 
DOUBLE THICKNESS 
INDIA HEATER PLATE 


NO SMOKE OR ODOR 
WHEN HEATED 











[SUPERIOR ELEMENT | 











Size 24°x7/e x |- ve" 
Mounting holes 22-34 Centres 
Electrical contacts 20” ” 








SHEATH AND PRESSURE 
PLATE USED 

THE BEST AND MOST 
EXPENSIVE OBTAINABLE 
FULL COLD ROLLED 
FULL PICKLED 

BOX ANNEALED, 
BLUED FINISH ARMCO 
RUST RESISTING 





SUPERIOR FINISH 
NO RUSTING 


ALL FITTINGS, 
WASHERS, NUTS, EYELETS 
HEAVY NICKEL PLATED 








c - 
SUPERIOR GRADE OF 





| PURE IRON a 





QUALITY FIRST—These Heaters are made of the 
finest material obtainable. They are backed by a 
dependable one year guarantee and priced to show 
the distributor a real profit. 


USER PRICES—One to nine ..$2.50 
Pe 10 to 99..... . 225 
= ee 100 or more .... 2.1214 
DISTRIBUTOR PRICE—Any quantity........ . 1,75 


How Space Heaters Are Used 


ach standard Space Heater is a complete 500- 
watt heater, two feet long, encased in a heavy 
armored sheath. (See cut.) 


Here is a solution for every heating problem. 
For instance, take a watchman’s house, at the 
entrance to an industrial plant, no steam line near. 
Two thousand watts are required to heat it. Con- 
nect up four, five hundred watt Space Heaters. 
Simple and inexpensive. Each Heater retails 
for $2.50. Heater cost complete $10.00. 


Can’t You See the Big Field for This Low 
Priced Efficient Heater? 


Here is a big business for you backed by the most 
liberal jobber policy ever conceived for merchandise 
of this type. 


A Few Spacer Heater Applications 


To prevent freezing in: 
Meter houses 

Valve houses 

Sprinkler riser houses 
Pumping equipment, etc. 


Heating Detached and Exposed Rooms 


Crane and hoist cabs 

Watchmen’s and switchmen’s houses 
Explosive rooms in mines 

Street cars 

Mines and tunnels 

Freight elevators, etc. 


All Kinds of Low Temperature Oven Heating 
and Several Hundred Miscellaneous Uses 


Now is the Space Heater season. Are you getting 
your share of this business? Write today for local 
sales analysis showing the possibilities of your own 
territory. 


Other Industrial Heating Devices 
We also manufacture “HOILD-HEET” 
GLUE POTS in four sizes. The fastest selling Elec- 
tric Glue Pot on the market today, because of its 


outstanding features: THERMOSTATIC CONTROL 


Automatic 


(ACCURATE AND DEPENDABLE), RUGGED 
CONSTRUCTION. EXCEPTIONAL, MODERATE 
PRICES. 





SPECIAL SIZES STEEL CLAD HEATERS TO 


MEET YOUR CUSTOMER’S REQUIREMENTS 





Meet our representative at the E. S. J. A. Convention in Cleveland 


RUSSELL ELECTRIC COMPANY, Mfrs. 


140 West Austin Avenue 





Chicago, Illinois 
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Fighting Salesmen 


Need Modern Weapons 


Put it Up to the Boss 


If your boss has been sending you out with an old fashioned 
rifle (high priced appliances) to meet the HOLD-HEET sales- 
man with his deadly machine gun (moderate priced appliances of 
unquestioned quality) we all know what has happened. Do not 
let the boss blame YOU. He is to blame for the slaughter. 


There Has Been a Slaughter 


October, just closed, has been the biggest month in all our 
history. We beat last October by 2174%. November will make 
a new record. Can you ask any stronger proof that HOLD- 
HEET is the modern weapon for fighting salesmen to meet to- 
day’s selling conditions? 


Why Fight Hold-Heet? 


If you have been fighting HOLD-HEET we will gamble you 
are not wearing any sales medals today. Why not let HOLD- 
HEET fight FOR you?) Why take the antiquated rifle when the 
deadly HOLD-HEET machine gun is at your service? 


We Have a 100% Jobber Policy 


Our salesmen will work with you and get the business. 
field demonstrators will educate your customers on the best 
methods of securing appliance turn-overs. Our elaborate window 
display and dealer help will move the merchandise. The sub- 
stantial margin of profit for jobber and dealer is very satisfac- 
tory. The quick turnover in HOLD-HEET appliances makes 
everyone happy. The wonderful service under our two-year 
guarantee is unbeatable. It is impossible to have a dissatisfied 
customer. 


Our 


Opportunities Are Limited 


Not every jobber can be a HOLD-HEET distributor. We stick 
with the jobber who has given us his loyal support. Available 
new territory is limited—get busy. Our past success is the 
wonder of the appliance field. We have things to spring during 
next year that will make the past fade into insignificance. Why 
don’t you hook up with the livest proposition in the heating 
appliance line? Talk to your boss about it and tell him the 
truth about HOLD-HEET as you see it. Tell him that nearly 
every store you call on is handling HOLD-HEET. What is 
more important, tell him that the HOLD-HEET is about the 
only line in the store that is selling readily today. Tell him what 
your dealers say about HOLD-HEET service under their guar- 
antee as compared with that of any competitor, and then put it 
up to him frankly that if he wants to expect results in his appli- 
ance department, it will be necessary for him to equip his fighting 
salesmen with the best weapon which is available today, the 
deadly HOLD-HEET machine gun. 


Look for our representatives at the E. S. J]. A. Convention at Cleveland. 


RUSSELL ELECTRIC COMPANY, Mfrs. 


140 West Austin Avenue Chicago, Illinois 








Standard 12”x15” 3-heat pad 
with C-H switch—retails $8.00. 
You cannot buy a better pad. 





New automatic toaster—re- 
tails $6.00. It turns the toast— 
the largest value on the market. 
Trench mirror finished nickel. 
This toaster is bound to be the 
largest selling toaster on the 


market. f 














Electric curling irons—two 
retails at $3.50 and 
$4.50. Last year we made more 
electric curling irons than all 
other manufacturers in this 
country 
these quick sellers. 


sty les 


combined. You need 








retails at $10. 


Every girl wants her hair nicely 


Marcel-waver 


marcelled. You need this waver. 





Grill-stove with tray, $5.00— 


fine finish—a substantial seller. 
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should be used in every modern home ; 
(b) the spinner, on which the names 
of 32 appliances are printed; and (c) 
game base proper, or room plan of a 
modern home. Each room has a num- 
ber of outlets with the names of the 
appliances commonly used _ therein. 
Along both sides of the game base are 
duplicates in small of the 32 appli- 
ances with name of each piece, and a 
short, descriptive paragraph of the 
appliance, written in an interesting, 
breezy manner, with the “game value” 
of each piece. Rules for playing this 
game cannot be given here, but they 
have been planned to make the game 
amusing and exciting to parent and 
child, from the time the house is 
“wired” to the connecting of the last 
The size of the game is: 
inches, 


appliance. 
Length, over-all, 21 
base proper, 1454 inches, width 1314 
It is printed in three colors 
(several combinations), on several 
weights of heavy board and is said to 
make a striking piece of literature for 
The entire reverse 
side of the game for mer- 
chant’s message or imprint. It is be- 
lieved that the merchandising 
branches of the electrical industry will 
find this game of great value during 


game 


inches. 


window display. 
is free 


the holiday season sales and merchan- 
dising work. 
* * * 
Salt Lake City Installs 
White Way System 
Salt Lake City’s new white way 
street lighting system was put into 





Here’s a snapshot for the Pacific coast boys and the members of the Pacific States 


Electric Co. to take a good squint at. 


These fellows happen to be the bunch that 


radiate from the Los Angeles branch of that company and you can leave it to Frank 
Airey (their amiable boss who is squatting on the right) if they’re not on the job. 
Frank is also secretary of the Los Angeles Electric League and between the two he 


keeps busy. 
growing. 


Somebody page Bill Goodwin and show him how his old organization is 





use on Oct. 5, with appropriate cere- 
monies when Mayor Neslen closed the 
switch. Approximately 30,000 spec- 
tators were in attendance. 
installation consists of three hundred 


The new 


and thirty-six 6-6 amp., luminous are 
lamps of 1500 cp. each on steel or- 
namental standards, three lamps to 
each pole, the top lamp being 25 ft. 
above the street and the two lower 
lamps each 18 ft. above the street. 
The cost of the installation was ap- 
proximately $150,000 of which the 
city will pay 10 per cent, the Utah 











Here's a few of the boys in San Francisco that keep the States restaurant in busi- 


ness as well as several electrical concerns. 


From left to right are Nick Abrams and 


Tommy Thompson of Western Agencies, Inc., one of the most progressive manufac- 


turers’ representatives in the U. 


S.: Lloyd Hanlon, star salesman, and Charlie Mus- 


ladin, sales manager, for the Alexander and Lavenson Electrical Supply Co., and 
B. C. (Ben) Holst, western manager for W. N. Mathews & Bro., Inc., St. Louis. 
Some of those in the electrical trade will recognize Ben as the former “washing ma- 


chine king” of the Northwest. 


Light & Power Co., $50,000 and the 
merchants the remainder. This ar- 
rangement was made under the provi- 
sions of a new state law which speci- 
fies that street lighting districts may 
be created and paid for by a special 
tax against adjacent property. The 
maintenance cost will be shared by 
the merchants and the city, the city 
paying 10 per cent. The payment 
of the cost of installation will be dis- 
tributed over a_ three-year period. 
Plans are being made to light many 
more Salt Lake City blocks in the 
same way. 
x * 

Southeastern Section of the 
N. E. L. A. Holds Meeting 

The annual meeting of the south- 
eastern section of the National 
Electric Light Association was held in 
Chattanooga, Tenn., on Oct. 17-19. 
Such nationally known men of the 
electrical industry as M. R. Bump, 
president, N. E. L. A.; M. H. Ayles- 
worth, executive manager, N. E. L. 
A.; W. L. Goodwin, Society for 
Electrical Development, and John F. 
Gilchrist, vice-president of the Com- 
monwealth Edison Co., were numbered 
among the speakers. 

* * * 


Wireless Prize to 
Telephone Engineers 

The Morris Liebman Prize, the cash 
award made each year by the Insti- 
tute of Radio Engineers to that one 
of its members who is considered to 
have made the most important con- 
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To Sell At $8.50 


ALL WOOL COVER. 
Holds the heat and wears like Iron. 
THE UNIT will not rust or cor- 
rode.—Can be twisted, folded or 
rolled without harm. It cannot be 
shorted. 

Heats the entire pad on Low, Medi- 
um or High—our own Thermostat. 
Women will pick it out from others Cutler 


° e Hammer 
on account of the cover which is eaten: 
sanitary gray. Very 


Flexible 


TRY SOME FOR XMAS TRADE 


1372 West 3rd Street 











Here’s One You Can Sell Now 


Tucker’s Always Ready Electric Hot Plate 


To Sell At $3.25 


A Quick Turnover 


The Element is unequalled in 
quality. Guaranteed for one 
year. 

Equipped with No. 16 Heater 
cord. It is strong and durable. 


600 Watts. 

Fits any gas stove; just lift 
out the grate and set it in. 
Gas_ stoves electrified for 
$3.25. Every dealer in the 
country will buy at least 25. 
Many will buy thousands. 
Get every dealer to advertise it 
in his community. 


We will furnish the Electrotype. 
A Quick Seller—WORK FAST. 


Here’s Another One 
Tucker’s Efficient Warming Pad 





Tucker’s Violet Rays completes the Line—a scientifically perfect Gener- 
ator. To sell at $12.50 to $30. Fully guaranteed. 


The Tucker Mfg. Co. 


CLEVELAND, OHIO 
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tribution to radio art during the pre- 
ceding twelve months, has just been 
awarded to R. H. Heising, of the En- 
gineering Laboratory of the Western 
Electric Co., “for his analysis of 
vacuum tube action and his research 
work on modulation systems.” Soon 
he entered the 


field in 1915, Mr. Heising was con- 


after radio research 
nected with the Montauk-W ilmington- 
Washington wireless experiments and 
Dur- 


ing the war he was engaged in the 


later the Paris-Arlington tests. 


development of circuits for airplane 
and submarine chaser wireless sets. 
Recently, his studies have been de- 
voted to the perfection of radio sys- 
tems for extending Bell Telephone 
Service to locations which cannot be 
reached by wire. 
* * * 

New York Electrical Show 
Produces Gratifying Results 

The New York Electrical 
held recently produced gratifying re- 
sults from a business standpoint say 
the exhibitors, in fact, they say, it 


Show 


exceeded their fondest expectations. 
Many large orders for both domestic 
and foreign shipment were booked 
during the exhibition. One interest- 
ing feature of the show was that many 
foreign buyers were in attendance. 
Exhibitors of industrial electric equip- 
ment reported equivalent success. 
* * * 

Live Omaha Radio Dealer 
Conducts Radio Concerts 

Carl Hempel of the Hempel Elec- 
tric Co., Omaha, Nebr., electrical deal- 
er specializing in radio equipment, has 














Here is the up-to-date new home of the Capital Electric Co., Salt Lake City, Utah, 


at 810-814 West Second South street. 


for the rendering of quick and efficient service to its customers. A 


Many modern conveniences have been installed 


circular shoot, 


reaching from the fourth to the first floor, a spacious loading platform, automatic 
passenger elevator and the famous “Ellis” stock bins are features of the new build- 


ing. 
Brazier, sales manager, of the company. 


Neatness pervades the entire institution. 


J. A. Kahn is president and E. E. 





inaugurated a novel means of placing 
his store before amateur radio enthu- 
siasts in that territory. Every even- 
ing he conducts a “wireless concert’ 
for one hour and then broadcasts news 
of general interest. 
* * * 

Woodworth Takes Charge of 
McGraw’s Battery Department 

C. Z. Woodworth, formerly city 
salesman The McGraw Co. of 
Omaha, has been placed in charge of 
the battery department. The 
pany handles the Gould battery and 
Mr. Woodworth 
plans to make sales this year surpass 


for 
com- 
extensive 


has made 





H. E. 
fishing. Left to right: 
Hardesty, Jr.; H. E. 


Miss G. M. Livingston, of the Chesapeake company. 


Parsons, president of the Chesapeake Electric Co., Baltimore, Md., has been 
Floyd Argabright (a contractor customer); Mrs. T. G. 
?arsons; T. G. Hardesty, Jr., secretary of the company; and 


One afternoon on Chesapeake 


Bay netted 175 fish, mostly rock, crokers and perch. 


all previous records. Although he in- 
tends doing some newspaper advertis- 
ing in the company’s territory, bill- 
board advertising will be the principal 
feature of his advertising activities. 
He has four men out under him solely 
on battery work. He is also conduc- 
ting a battery school in the basement 
of The McGraw Co.'s building for the 
benefit of his distributors, sub-dealers 
and their repair men. “Woody,” as his 
associates affectionately call him, says 
that on July 1, when he took charge 
of the department, the company had 
but 26 battery dealers—now they have 
187. Woody says he is just applying 
that Will 


Reward Fighters. 


threadbare slogan—1921 


* * * 


Salt Lake City Conducts 
Electrical Home Exhibit 


An 
was recently conducted in Salt Lake 


electrical home demonstration 
City under the auspices of the Rocky 
Electrical Co-operative 
League. The 


proximately 150 electrical outlets and 


Mountain 


home contained ap- 


nearly 50 switches. A number of 
guides were on the property to explain 
to visitors the wiring installation and 
the convenience and utility of each 
outlet and appliance in every room. 
In a conspicuous place in the house a 
sign was displayed which read “No 
solicitation, demonstration or quota- 
tions made during this exhibition. In- 
formation will be cheerfully furnished 


by any electrical dealer.” 
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ARD 
° Se, 
Make sure your i an otra 
> wy 


E ep . ‘Noi, 
° a scree Ee, 4 
name is on the “ MO aa 
‘ ores, PAP ER 


list—mail this /~ 


coupon NOW! 


~ Stat, 


An Electrical Dealers’ 
Convention on Paper 


No jobbers’ salesman can afford to miss this 
novel and truly remarkable “Convention on 


Paper.”’ The date is November 30. 


To get the full value of the practical talks on 
buying, advertising, window and interior display, 
store arrangement, sales management, price 
marking, cost keeping, bookkeeping—you need 
not leave home or spend one cent. 


Make sure now that your name is on the list of 
salesmen to whom will be sent the special bulletin 
announcing the complete program. Mail the 
coupon now! 


GEORGE RICHARDS & Co. 


Dept. 16 557 W. Monroe St. Chicago, Ill. 
GEORGE RICHARDS & CO. New England Agents 
344 E. 30th St., PETTINGELL-ANDREWS CO. 
New York City Boston, Mass. 


Pacific Coast Agents 
GEO. A. GRAY CO. 
589 Mission St., San Francisco 


HEMCO 
WIN-LITE 


MADE OF CONDENSITE 
WILL LAST A LIFE TIME 
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BUSS PLUGFUSES 


Successful Launching of Manu- 


facturer-Jobber-Dealer Campaign 
ees BUSS Plan of Merchandising Plug Fuses is going like a whirlwind. 


Distributors, jobbers and dealers who took immediate advantage of our ini- 
tial announcement report an unprecedented consumer acceptance of the idea of 
buying | 0-at-a-time, and having a supply at hand to meet the emergency which 
arises when a fuse blows. 


BUSS PLUG FUSES are packed 10-at-a-time in Self- Selling Carton 


on which is printed full instructions, so that the purchaser may understand clearly when and how 
to remove a blown fuse and replace it with a new one. This information is worth many times 
the cost of the full carton of fuses to the customer. 


The Attractive Carton 
Automatically Sells FULL CARTON -1O PLUG FUSES — 70+ FF 


10-AT-A-TIME {ILA [JIL mt L7 = 


Dealers are finding that few peo- 
APPROVED AND PeriovicatLy Tx 
ple have a supply of Plug Fuses ESTED By UNDERWRITERS LABORATOR/ES 
e siting pene rows § Tle 


and that the handy carton 
sells itself. 

The convenient form and Sty tr nating Rae or 
size of the carton; the rich OU reich hata tease bare one ep hy hpegn SAS ET 
colorings of the carton and the \ Wa ee me 
counter and window card make 
an attention-compelling display 
that results in many sales not only 
of BUSS Plug Fuses but of other 


electrical appliances. 


































The fae ingen Hi a eee oe 
iron frum avitiead aye te he Te beat afin ys cae ry 
i pe pa clo thee Viekt pane? 




















The Original Plug Fuse Merchandising Plan and the 
Original CLEAR WINDOW Plug Fuse 


Each and every BUSS Fuse packed in a |0-at-a-time carton is Guaranteed to have a CLEAR WIN- 
DOW. Compare the BUSS Plug Fuse with any other. Clear Window means that you see the 
inside of the plug fuse from the outside. 





Any new, unused BUSS Plug Fuse taken from a |0-at-a-time carton not having a Clear Window 
may be returned to the factory for replacement at our expense. 


BUSS Plug Fuses are superior in every detail of material and construction. 
Approved in all sizes by Underwriters’ Laboratories. 


















































November, 1921 THE JOB 8 E R’ s [Al SALE Sia AN 53 


ARE GOING BIG 


Dealers Report Unprecedented Con- 
sumer Acceptance of Merchandising Plan 


Plug Fuses have never been properly merchandised before. This highly 
original idea, 


The BUSS Plan of Merchandising Plug Fuses 


is educating the customer to properly fuse electrical circuits and discouraging the 
use of expedients by pointing out the hazard of improperly fusing or " tampering 
with electrical circuits. 














, Buy a 1 Box of 


={ 
a Bises 


Keep a Supply at Hand 
| forémergencies 


It is providing an incentive to the cus- 
tomer to lay in a supply of Plug Fuses 
for emergencies. 


It is increasing unit sales, helping the sales 
effort of the dealer, quadrupling his turn- 
over and increasing his profit many times. 





It is lifting Plug Fuses out of the rubber- 
covered wire class and making them ar- 
ticles of stable merchandise. 





Y VALVE" MEANS ONLY BUSS FUSES 





It IS giving the dealer an unprece- The Counter Card is a Great Salesman for the Dealer. 
dented opportunity of rendering ser- Rich and striking colors. Sturdy, Practical. Shows the 

. : » ~ Pl F i tout, the 1 -a-ti rt d tell 
vice to his customers, increasing the ee ee ee ee oe 

7 é the whole story at a glance. 

popularity of electrical goods and 
more than ever establishing his store as the place to purchase electrical appar- 
atus and supplies. 


Your Dealers Can Sell BUSS Plug Fuses . 
10-at-a-Time at a Profit 


Talk It Over With Them and Tell the House What 
You Hear About the BUSS Merchandising Plan 


BUSSMANN MFG. CO. ST. LOUIS, MO. 
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Notes About Jobbers 


McGraw Co., Inaugurates 
New Merchandising Plan 

These are the days when the “go- 
getters’ come into their own. A. J. 
Cole, vice-president of the company, 
has personified the spirit of his or- 
ganization by putting into effect a 
scheme for increasing appliance sales 
which is new to the electrical jobbing 
business though old in other lines of 
business. It is the plan of selling by 
samples. Mr. Cole equips his sales- 
man with sample trunks, then fills 
them up with specialty merchandise. 
The salesmen then go out to central 
points in their territories and invite 
the dealers in smaller adjacent towns 
to come in and view. his line which he 
keeps on display for several days. 
Thus the dealer is given an opportu- 
nity not only to thoroughly inspect 
new lines of merchandise but gets a 
better idea of what the old lines em- 
body. Mr. Cole reports very gratify- 
ing results and acclaims it a good pro- 
ducer of Christmas business. 

* * 

Illinois Electric Company 
Holds Dance and Party 

The Illinois Electric Co. of Chicago 
held a dance and party on the evening 
of Saturday, Oct. the 
nasium at the Chicago avenue play- 
200 em- 


employees, 


22, in 


mms 


gym- 


ground. There were about 


ployees and former 


together with the families of both, 
present. Although the party was in- 
stigated by Joe Sykora of the credit 
department, it was said to have been 
indirectly effected by the company’s 
new house organ “Illinois Pep” which 
was instituted for the express purpose 
of bringing the numerous employees 


more closely together. 
* * 


A Third Member in the 
Dusseau Household 

A. E. (Al) Dusseau, general man- 
ager of The Electric Supply Co., 
Toledo, Ohio, announces the arrival 
in his family of a 634-lb. baby boy as 
of Sept. 9, 1921. Al says he is some 
boy and is training him to be either 
president of the United States or a 
Jack hardly 


knows which yet. Why not a jobber’s 


second Dempsey—he 


salesman, Al? 
* * * 

Poindexter Supply Company 
Acquires More Floor Space 

Poindexter Supply Co., 1440-1444 
Stout street, Denver, Colo., has just 
doubled its floor space by adding the 
adjoining property at No. 1444 to its 
institution as a fixture department, 
Since the 
company started in the jobbing busi- 


display and sales room. 


ness eight years ago it has made rapid 
It now has a total of ap- 
15,000 sq. ft. 


progress. 


proximately of floor 























Here are the three musketeers again after a day’s hunt near their camp at Bathurst, 


Nepisguit Lake, New Brunswick, Canada. 


Musketeer No. 1 is E. W. Rockefellow, of 


the Western Electric Co., on the extreme left; No. 2, who is C. F. Boynton of the 
Electrical Products Co., of New York, is next to Mr. Rockefellow, and No. 3 is C. E. 
Corrigan, vice-president of the National Metal Molding Co., Pittsburgh, on the ex- 


treme right. 


The others are evidently Canuck guides. 


Mr. Rockefellow must have 


spied a jack rabbit, an Indian, “or something” in the distance. 














Well, fellows, you may not believe it 
but J. G. (Joe) Cronin has gone and 
done it. He’s left the United Electric Co. 
of Oklahoma City, Okla., which he has 
been managing for many moons, to “sales 
manage” the boys at the Tel-Electric Co., 
Houston, Tex. It was a hard job breaking 
away from the old ‘crowd but the Tel- 
Electric Co. is out after the “biz” and 
Joe is the “hombre” that can get it. 





space, this including the entire ground 
floor and basement at the above ad- 
dress. A. M. Poindexter is president 
and treasurer, and E. V. Beck secre- 
tary and general manager of the firm. 
* * * 
Western Electric Co. Separates 
Supply and Telephone Divisions 
Arrangements have been completed 
for the separation of the telephone 
business of the Bell companies and 
the electric supply jobbing business 
of the Western Electric Co., whereby 
the telephone distributing houses and 
the supply distributing houses will 
maintain separate offices and organiza- 
tions. The supply distributing de- 
partment will have as its manager, 
O. D. Street, while F. H. Leggett will 
act as general manager of the tele- 
phone distribution. In announcing 
this separation in the current issue of 
Western Electric News, Charles G. 
DuBois, president of the company, 
said: “Experience has shown that 
the natural territorial divisions for the 
two kinds of business are different and 
that the routines and methods best 
adapted to each are not at all the 
same. Moreover, in the personnel 
many have shown greater aptitude for 
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BENJAMIN 


xt Products 
[55 for Holiday Trade 
















Put only Quick Sellers in Stock 


and Have a Heavy Purse and a 
Light Heart at the end of the year. 


The Original 
Two-Way Plug 


has always been a leader. No. 292, 
with the Pull Chain, which allows the 
light to be switched on or off without 
disturbing the other appliances and 
priced to please the thrifty, will go big- 
gerthanever. Your — 


Holiday Stock is in- 
complete without 
this and No. 92— another big seller—now $1.00. 


Stand Lamp Clusters — 


Whether you assemble the Stand Lamp your- 
self or Buy it Complete, see that it is equipped 
with Benjamin Clusters. 


The Wireless Cluster (on the right) groups 
the lamp receptacles into a neat compact casing. 
Easily wired. 


In the Adjustable Cluster, the Pull Chain 
Sockets are adjustable to any angle—for any 


depth of shade. 











We will be glad to send you a handsome assort- 
ment of wall hangers, posters, window display 
stands, easel counter cards, etc., to help you 
dress your holiday windows. 








Write to our nearest office for full information. 


BENJAMIN ELECTRIC MFG. CO. 


247 W. 17th Street 847 W. Jackson Blvd. 580 Howard Street 
NEW YORK CHICAGO SAN FRANCISCO 
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one or the other kind of business and 
their natural tendency has been to- 
ward specialization in one or the other 
so far as possible. Fundamentally, 
our telephone department is a service 
job for a relatively small number of 
companies. It calls for specialized 
knowledge in purchasing, warehous- 
ing, distributing, repairing,  etc., 
whereas the electrical supply business 
calls for a different sort of training. 
[t has thousands of customers and is 
highly competitive in character. It 
has seemed clear that in dividing the 
business into its two logical parts 
better service could be rendered to 
both our associate telephone com- 
panies and our general supply cus- 
tomers by selecting at each distribu- 
tion point a separate management 
equipped for each class of work.” 

* * * 
Several Changes in Electric 
Supply & Equipment Co. 

A. H. Bradley, formerly in the New 
York office of the Electric Supply & 
Equipment Co., is now manager of the 
Scranton house. In the Albany house 
two new salesmen have been added— 
T. A. White, formerly with the Tri- 
State Electric Co., Sioux Falls, S. D., 
and Felix Henzel, with the V. V. 











In September it was announced that the 
United Supply Co., Inc.. was a new job- 
bing house in Dallas, Texas. Here is your 
opportunity to meet the men that are at 
the head of that new institution. On the 
left is H. S. Westcott, secretary and treas- 
irer, While on the right is R. S. Christy, 
president. 


























It usually isn’t good practice to take on 
a side line but G. R. (Tommy) Thompson, 
salesman for the Electric Appliance Co. of 
San Francisco, couldn’t see why it would 
do any harm to take on one. So he bought 
himself a “stock” of pencils and a pair of 
smoked glasses and stood along a promi- 
nent thoroughfare. “Business is fine,” says 
Tommy. 





Fittings Co., and a brother of G. W. 
Henzel, of the Reading house. A. P. 
Unright, general manager of the ap- 
pliance department, is just recovering 
from a serious accident which occurred 
at the yearly outing of all the houses 
of the company, which was held in 
Hartford, Conn., the day after labor 
day. Here he had the misfortune to 
have his jaw broken with a base ball 
bat. Vice-president and general man- 
ager, J. O. Morris, reports that he is 
now getting along satisfactorily. 
* * * 


Westinghouse Lamp 
Jobbers Hold Meeting 
These are days when many jobbers 
are looking to lamp sales to plug up 
gaps in business. On Oct. 5 forty-six 
B agents of the Westinghouse Lamp 
Co. attended the second meeting of its 
kind at the lamp company’s plant in 
Bloomfield, N. J. Among the inter- 
esting things that came to light during 
the two-day meeting was the vote of 
confidence in the stability of the lamp 
business and the assertion by virtually 
all the representatives in attendance 
that their lamp business had fallen 





off less than that of any other 
of the lines they handle. Particular 
stress was laid upon turnover of lamp 
stocks. To facilitate the maintenance 
of stock, the company has discon- 
tinued its scattered warehouses, and 
is now concentrating its lamp stocks 
at Bloomfield, Indianapolis and San 
Francisco. It was pointed out that 
too much had been taken for granted 
in lamp sales and that this business 
has been allowed to drift in of its 
own momentum. In order to get a 
greater share of the possible business 
the jobber’s salesman must act as the 
seller of illumination and must really 
know the subject. It is up to him, 
it was felt, to educate the dealer along 
similar lines. 
* * * 

Colonel Churchill Takes 
Active Interest in Boys 

Colonel C. Robt. Churchill, presi- 
dent of the Electric Appliance Co., 
New Orleans, La., has two hobbies— 
fishing and boys. In order that every 
one of his boy-employees under 19 
years of age may have a chance in 
the world he urges those who have not 
completed the equivalent of the eighth 
grade in the public schools to attend 
night school. As an_ inducement 
Colonel Churchill offers the following 











After meeting F. G. Caldwell, sales 
manager of the Western Electric Co., 
Houston, Tex., in his fancy clothes, you’d 
never know that this is one and the same 
man. F. G. presents this picture as evi- 
dence that he can catch something besides 
a cold when he goes fishing. 
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How We Build Business Around Lighting 





JULIUS ANDRAE & SONS Co.. 
Electrical Supplies and Machinery 
Automotive Equipment and Accessories 
Telephones and Telephone Supplies 
MILWAUKEE 













October 1, 1921. 
National Lamp Works, 


W. H. Murpuy ia : , 
esa Nela Park, Cleveland, Ohio. 











Gentlemen :— 

This is No. 3 of a series The plant of the J. I. Case Plow Works, of Racine, Wis- 
of advertisements written ; ene ea tis . 4 : fina 
liiorcnar gst ee consin, was very poorly lighted. In contrast, the offices 
know best the way to of the same concern had the proper illumination. Here in 
RII.) THEIR business one plant was good and bad lighting; “before and after in 


around lighting. stallations,’ in a way. 


By means of the Foot-Candle Meter, I was able to show 
the J. 1. Case officials the difference between good and bad 
lighting. Their surprise was noticeable and they were in- 
terested. Then I secured their permission to install a sam- 
ple of modern industrial lighting in their own plant. 












For my trial installation 1 chose the poorest lighted sec- 
tion of their shop—an area dimly lighted with spotty light- 
ing from obsolete reflector equipment and some bare lamps. 
I installed 200-watt National Mazda C lamps and R L M re- 
flectors and secured an intensity of better than & foot-candles 
on the working plane. 











The company officials had watched my operations with 
interest. The contrast between their old lighting and my 
sample of good lighting was so great that they were com- 
pletely sold. Then it took practically no effort to secure 
their initial order for 600 R L M reflectors and an equal 
number of 200-watt National Mazda C lamps. 






















Yours very truly, 
W. H. MURPHY 
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prizes to the boys for excellency in 
reports and progress in study: 
Ist. bringing in 
the season a perfect report; that is, 
raise of 


Employee for 
excellent in each study, a 
$5.00 per month in salary. 
2nd. Other employee bringing in 
best average report for the school 
season, provided four or more attend 
school through the year, $15.00. 
3rd. 
monthly report, provided four or more 
attend school through the year, $4.50; 


Employee bringing in the best 


payable monthly. 

ith. Employee bringing in the sec- 
ond best monthly report, provided four 
or more attend school through the 
year, $2.00; payable monthly. 

* * 

Diversity in Industries 
Blessing to Baltimore 

“Baltimore is particularly blessed 
from the electrical jobber’s stand- 
point,” says F. H. Johnson, manager 
of the Baltimore Electrical Supply Co. 
The reason lies in the diversity of its 
industrial plants. There are ten or 
a dozen large fertilizer plants, under 
large users of 


normal conditions 


lamps. There are chemical plants, 
steel plants, ship building and sugar 
refining plants, tanneries, belting 
leather and tar plants and lumber 
mills. They are seldom al) inactive 
at the same time. Mr. Johnson says 
that business is gradually picking up 
all along the line. They now have 15 
salesmen—tive in the store, five in the 
city and five on the road, covering the 


territory from Pennsylvania south to 


Key West and west to the Mississippi. 
The retail store was given up three 
years ago. One of the principal rea- 
sons was complaint on the part of the 
contractors that the store interfered 
with service to them. A contractor 
would come in for something in a 
hurry and then would be obliged to 
wait a quarter of an hour, while some 
retail customer was being served, and 
his time worth perhaps several dollars 
an hour. Since doing away with the 
retail end, the company feels that it 
has made more money on account of 
the bettered service to the contractor. 
* * * 

Lee Electric Does 
Thriving Business 

B. Langeluttig, president of the 
Lee Electric Co., 219 North Calvert 
street, Baltimore, Md., reports that 
throughout this year they have moved 
as much merchandise as last year, al- 
though the money involved has not 
October this year was 
While there 
is no heavy building construction in 


been as much, 
way ahead of last year. 


Baltimore at present, there is consid- 
erable apartment and home building 
as well as remodeling of dwellings, 
and this business, which they have 
pursued actively, has been a source of 
ry: . 

This firm 


considerable revenue. 


started in business in 1908. 
* * 


Shephard Holds 
Staff Together 

The Shephard-Fluharty Electric 
Co., 225 North Calvart street, Balti- 
more, Md., specializes largely on in- 








They are still selling ranges in the Dakotas. 
Western Electric Co.’s offices in Jamestown, N. D., will attest to that. 


This picture taken in, front of the 
This range is 


one of 86 which were sold on one order in Jamestown during a recent demonstration— 


and Jamestown with a population of but 7,000. 
those responsible for this excellent showing. From left to right: 


And these ladies and gentlemen are 
WwW. i. Christy, 


Edison Electric Appliance Co.; Misses Mabel O’Brien and Lottie Canham, of the local 
central station; Miss Joyce Turner, chief demonstrator, and C. E. Furber, Western 


Electric salesman. 


These 86 ranges were all installed in an apartment building 


owned by Ormsby McHarg, an influential Jamestown attorney. 











They grow them versatile out in Califor- 
nia for here is C. A. Rylander, salesman 
for the Electric Railway & Mfgrs. Supply 
Co. of San Francisco who in his off hours 
pitches and holds down the first sack for 
his company’s baseball team. It would 
appear also that Rylander is a Babe Ruth. 





dustrial business. Consequently, says 
H. A. Shephard, they have had a 
“dry spell’ during the 
months, although things are now tak- 
ing a turn for the better. By put- 
ting more strenuous effort on lamp 


last few 


sales they were able to plug up the 
gap, keep all their force together and 
maintain salaries on their former 
basis. 

* * * 
Bacon Now With 
Mine & Smelter Co. 

A. E. Bacon, formerly of the Pro- 
tective Signal Mfg. Co., Denver, 
Colo., is now with the Mine & Smelter 
Supply Co., electrical supply jobbers 
of that city, in the capacity of city 
salesman. 

* * * 
P. E. Simmons Appointed Sales 
Manager of Olson-Boettger Co. 

P. E. Simons, formerly with the St. 
Paul Electric Co. of St. Paul, Minn., 
has been appointed sales manager of 
the Olson-Boettger Electric Co., same 
city. Mr. Simons is well known in 
the northwest territory. 

%* & # 
W. H. Green Joins the 
Staff of Lee Electric Co. 

W. H. Green, formerly with H. C. 
Roberts Electric Supply Co., Phila- 
delphia, Pa., became a salesman for 
the Lee Electric Co., Baltimore, on 
October 1. 











Efficient Electrical Catalog Service 
Unified 


Economical Responsible Continuous 


HE successful compiling of electrical supply jobbers’ catalogues is a work of 
infinite detail. The mechanical production—typesetting, printing, and bind- 
ing—is the simple part. 


Every jobber who has compiled his own general catalogues in the old-fashioned, 
home-made way, will recall the nightmare of toiling for months under an over- 
load of endless correspondence with the manufacturers, the compiling and revising 
of the copy, the collecting of the engravings, the reading of the proofs, the check- 





ing of the lists, and the compiling of the indexes. He represents 200 or 300 
manufacturers, and he always found that some of them were just about to change 
designs or lists as he was trying to close the catalogue for the press. Or some new 
products were about to be offered that ‘surely should be included in the cata- 


29 


logue. 


He realized that he was not working with something set and fixed, but 


in an industry in a constant state of expansion and change. He had to catch 


things ‘‘on the fly.” 


To lift this load from the jobbers’ shoul- 
ders, the Donnelley Supply Catalogue Serv- 
ice was organized, and for upwards of 
twenty years has been developing improved 
methods of handling the work. 


It has required the investment of many 
thousands of dollars and years of constant 
study to develop the intricate smooth-run- 
ning organization that is required to pro- 
duce catalogues of the Donnelley standard. 
Such an organization could not be dupli- 
cated in a year or two, nor without a very 
considerable investment. And with no less 
skilful organization could electrical supply 
catalogues of equal quality be issued so effi- 
ciently, so easily, so rapidly, or so econom- 
ically. 


Nor would it be possible for the Donnel- 
ley organization to offer the same advan- 
tages to jobbers of electrical supplies, if it 
were not fcr the fact that Donnelley’s com- 
bine much of the selling, supervision, and 
production of electrical supply catalogues 
with the production of a very much larger 
volume of catalogues for jobbers of mill 
supplies, machinists’ supplies, plumbing 


supplies, and automotive accessories, there- 
by effecting economies that would be quite 
out of the question if electrical supply cata- 
logues alone were being compiled. 


It is possible for a jobber to outline his 
whole selection of goods in a day or two un- 
der the Donnelley plan; and thereafter the 
compilation of his catalogue goes forward 
with so little demand on his own time and 
attention that he can easily forget that the 
handling of the endless details is still being 
done. 


For the jobber who wishes to give his un- 
divided attention to his business, without 
having to worry over the compiling of his 
catalogues, the Donnelley service offers ad- 
vantages that are only possible through 
years of experience, and through an un- 


divided, efficient, responsible, and continu- ° 


ous organization, supported by unlimited 
mechanical facilities of the highest standard. 


There are still ways in which a further 
concentration of catalogue work in the 
hands of the Donnelley Catalogue Depart- 
ment might effect additional advantages to 
the electrical supply jobbing trade. 
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MORE THAN 800 EXAMPLES OF THE WORK OF THE DO! 


PPROXIMATELY 1,000 different supply 
‘atalogues have been compiled by the Donnel- 
ley Jobbers’ Catalogue Department. The above 


photograph includes copies of as many of these edi- 
tions as could be shown with any clearness in a 


double-page illustration. ‘Two and one-half mil- 
lion copies of these books have been helping jobbers 
to sell supplies efficiently. It would be difficult in 
the United States or Canada to find a buver of any 
considerable amount of supplies—mill, electrical, 
plumbing or allied lines—who does not use Don- 
nelley-made supply catalogues. 


The jobbers whom we serve are located in 166 
cities in the United States proper, in Honolulu and 
Hilo, T. H., and in 18 Canadian cities, as well :s 
in London, England; Paris, France; Brussels. 
Belgium; Milan, Italy; Mexico City; and Tokio. 
Osaka, and Yokohama, Japan. 

For some jobbers we have made direct distribu- 
tion of catalogues to Central America and to Sout! 
America; and no inconsiderable number of Dor- 
nelley-made supply catalogues are at work in th’ 
industrial centers of Europe, and in South Afric: . 
India, and China. 
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LLEY SUPPLY CATALOGUE COMPILING ORGANIZATION 


> ROBABLY the best indication of the charac- becomes more helpful to the jobbers. Our supply 
ter of the Donnelley supply catalogue service men become increasingly familiar with each job- 
and also of the results produced by the catalogues _ ber’s organization, his agency connections, and with 
for the jobbers—is found in the volume of “repeat _ the selling conditions in his territory, thus enabling 
orders” that we receive vear after year. him to issue new catalogues with the minimum de- 
For 192 of the jobbers represented in the above mand on his own time and attention. Moreover, 
piotograph we have compiled two or more cata- he is welcome to proofs of our pages between the 
cues; and for 86 of them we have made from issuing of catalogues. 
three to ten different books. To hundreds of representative jobbers, the Don- 
When this picture was taken, we were making nelley Supply Catalogue Department has become 
3 catalogues for jobbers we had served before. to all intents and purposes their own Catalogue 
Through such continued service the department Department. 



































COMPLETE SPECIALIZED SUPPLY CATALOGUE SERVICE 


tive equipment, the Donnelley Supply Jobbers’ Catalogue Department will furnish 


| F you are a jobber of mill supplies, plumbing supplies, electrical supplies, or automo- 


you a complete compiling, printing, and binding service. In each of these four lines 
the department maintains a highly specialized compiling service, in the charge of men who 
have a practical knowledge of their respective lines of goods. They sold supplies, or man- 
aged supply houses, before we secured their services, and in addition to their knowledge of 
supplies they offer you expert skill in catalogue compiling. With unlimited clerical, en- 
graving, printing, and binding facilities, and with the experience derived from compiling a 
thousand supply catalogues, they are prepared to take your selection of goods and embody 
it rapidly, efficiently, and economically into a catalogue of the finest quality. 


A BETTER CATALOGUE 


The Donnelley service meets one of the jobber’s occasional 
needs with an efficiency not possible to the occasional work- 
man. The building of a first-class supply catalogue implies 
the existence of certain “machinery,” which we possess in 
first-class running order. 


Because we have standardized the compiling of goods that 
are identical, we are able to devote more time and care to 
each page compiled, than would be commercially possible if 
we were serving one jobber alone. The Donnelley supply 
catalogues are superior, not in one point, but in many. 
They surpass in careful compiling, in accuracy of listing 
and indexing, in quality of engravings, in typography, in 
press work, and in binding. 


40,000 PAGES OF SUPPLIES 


Nearly twenty years of continuous labor and the invest- 
ment of more than half a million dollars are represented in 
the Donnelley supply pages, and yet because we serve so 
many jobbers, each of our customers has the use of the pages 
that he needs—together with the services of the compilers— 
at much less cost than would be required to make up pages 
of equal quality for himself. 


The Donnelley pages are the cream of many hundreds of 
supply catalogues, prepared for representative jobbers 
throughout the country. They are “live” pages. Through 
careful revision they are a constant and accurate reflection 
of the latest lists and designs of the products of more than 
7000 different manufacturers. From these pages you can se- 
lect the great majority of your lines. It is not at all un- 
common for a jobber to select ninety-five per cent of his 
catalogue from our standing pages. We are prepared, how- 
ever, to make as many special pages for your catalogue as 
may be needed to make the book a true reflection of all of 
your lines. 


THE SAVING OF YOUR LABOR 


To facilitate your selection of goods, you will be welcome 
to the assistance of a member of this department at your 
office, by appointment, without expense or obligation. He 
will bring copies of many catalogues that we have made, and 
also a general classified set of proofs of our pages for your 
selection. He will make a record of the pages tentatively 
selected by you (for the first selection will not be final), and 
will make detailed notes of any goods requiring the prepara- 
tion of special pages. It will not take over two or three 
days to lay out the contents of your entire catalogue by our 
plan. We will then submit a proposal covering the produc- 
tion of the book. 

If you order the catalogue prepared, we will at once as- 
semble a proof dummy for you to show the goods selected 
by you. Where new pages are required we will collect the 
data from the manufacturers and will compile the copy and 
set it in type. We will read the proofs and check the lists 
for you, submitting proofs to the manufacturers also for 
examination. When the final proof dummy is approved by 
you, we will do the indexing, printing, and binding. This 
means that you can see the progress of the compilation of 
your catalogue, but will escape the labor of compiling it. 


150,000 FINE ENGRAVINGS 


An important element contributing to the attractive ap- 
pearance of the Donnelley catalogues is the quality of the 
illustrations, nearly all of which are specially made, original 
¢mgravings. Under our plan the jobber’s cut problem prac- 
tically vanishes. We have established certain standards of 
size and style for engravings, based on the nature of the 
goods, the most effective and economical grouping, and the 
kinds of paper used. It is necessary that these standards be 
met before the engravings of a manufacturer’s goods are 
included in our standing pages. 

On scores of competitive staple items, which are made by 
many different manufacturers—such as nuts, bolts, wire, fit- 
tings, belting, and the like—we have made special original 
engravings without any manufacturer’s name on them. Many 
thousands of dollars’ worth of engravings in the Donnelley 
pages are not available elsewhere. 


REAL CATALOGUE ECONOMY 


When a jobber compiles his own catalogue he forgets how 
much of the cost of the catalogue does not appear in the 
printer’s bill. The total cost of a home-made catalogue is 
made up of three parts: 

1. The printer’s bill—the amount of which the jobber 
learns at the end. 

2. The cost of the jobber’s own labor and the labor of 
the others in his organization in collecting data and engrav- 
ings, compiling copy, reading proofs, checking and revising 
lists, compiling the index, etc. Even at the end the jobber 
does not know how much this has cost. If he kept an ac- 
curate cost record such as a manufacturer would keep on 
production costs, the jobber would be astonished indeed 
when it came to adding his own labor costs to the printer’s 
bill. 

3. The loss of business that the jobber sustains through 
interfering with his regular work for many months—maybe 
two or three years—while he is toiling through the endless 
details of the building of a home-made catalogue. 

The more carefully he compiles his catalogue, the greater 
become these two uncounted parts of the cost of his cata- 
logue. 

In contrast to all this, the Donnelley plan not only offers 
you a much finer catalogue, but offers it at a real saving in 
cost. Good compiling, good engravings, good printing—all 
cost money, but through the standardization of pages, the 
Donnelley plan eliminates a great duplication of labor, and 
offers economies that are only possible through such a large 
and continuous output. 


SUCCESS BASED ON RESULTS 


The Donnelley supply catalogue service does not lay ex- 
cessive emphasis on any single feature. We give you the 
competent, careful, well-rounded service that we should want 
to have from compilers, if we were going to use the cata- 
logues ourselves in selling supplies. Our supply men work 
in the interest of the jobbers. They are accurate, practical, 
and thoroughly informed. But most important of all is the 
great volume of results that Donnelley supply catalogues are 
producing for the jobbers. It is because of such funda- 
mentals as these that jobbers of supplies continue to entrust 
the building of their catalogues, edition after edition, to 
the Donnelley Jobbers’ Catalogue Department. 


We seek to serve jobbers who believe in quality, and who sell goods on the basis of quality, and who realize 
that they must appeal to their trade through catalogues of quality, or else be discredited by their own cata- 
logues. Additional information and samples of our work will be furnished upon request. Our “layout men” 
await your call to go over your requirements in detail at your office, without expense or obligation. 


R. R. DONNELLEY & SONS COMPANY 


731 PLYMOUTH COURT 


CHICAGO, U. S. A. 
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URING 1921 a page has been 

turned in the history of the 

progress of the electrical 
jobbing field. The demand for old 
line products having been temporarily 
slumbering, jobbers have had to re- 
vert to new products and create new 
fields, new markets and outlets for 
their subsistance. Many revalations 
in electrical merchandising have come 
to pass. And among these has been 
the rejuvenation of the residential 
fixture business under an_ entirely 
unique and yet simple and effective 
plan of merchandising which has been 
evolved by one progressive manufac- 
turer. In fact, one prominent jobber, 
who had not handled fixtures before, 
recently made the statement that it 
has been fixtures alone that have kept 
his shop afloat this year. 

This brings us to the question: 
“When is a fixture not a fixture?” 
And we hear in the distance one plaus- 
ible answer: ‘‘When marketed under 
the Williamson plan and in conjunc- 
tion with the ‘Elexit’ idea of a stan- 
dardized outlet. Under the defini- 
tion of ‘lighting fixtures, we find 
the inscription—‘A lighting fixture 
is generally un- 
derstood to be a 


PUBLIC-BUYING -POWER. 


as most jobbers and jobbers’ sales- 
men know, is a new standardized 
electric outlet which renders a fixture 
as portable as an electric iron. 

Time was when Mr. Consumer pur- 
chased his fixtures either from the 
dealer or direct from the manu- 
facturer or jobber. There was no 
plan of distribution 





and to some 
extent this is still the case. Jobbers 
have taken a “flier” in fixtures from 
time to time only to relegate their 
stocks to the discard sooner or later. 
But one far-sighted manufacturer, R. 
Williamson & Co. of Chicago, realiz- 
ing the manner in which the future of 
his business was being jeopardized by 
the general apathy toward this line of 
electrical merchandise, embarked on a 
hunt for a merchandising expert who 
might work out the salvation of the 
fixture business insofar, at least, as 
they were concerned. As a result the 
services of Sidney T. Beatie were 
secured and through him the widely 
heralded Williamson plan evolved and 
put into effect. 

The first move was to compile a 
list of 67 representative fixture manu- 
facturers and from these to determine 





device for hold- 


ing a lamp or 


position, the de- 
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ASSOCIATE: FACTORIES 


Making Fixtures a Supply Line 


A Discussion of the Williamson Plan Reveals Reasons Why Jobbers 
Can Merchandise Fixtures Profitably 


party to the Williamson plan. All 


accepted. 


The theory has been advanced that 
business is pyramided. There are 
various strata, or layers, in the buy- 
ing public as there are strata in the 
earth's surface. The people in each 
stratum (or layer) are capable of ex- 
pending a certain limited amount of 
money for the purchase of their needs. 
Under this order of things there are 
say, 1000 buyers for a five-dollar 
fixture, whereas there are but five 
possible buyers of a $1000 fixture. 
By this token, the number of buyers 
then, is in inverse ratio to the price 
of the fixture. Therefore, it was be- 
lieved that, if a line of fixtures could 
be placed on the market that would 
embody types containing a price ap- 
peal to every stratum of trade and 
produced at a minimum cost and in 
standardized designs, the fixture busi- 
ness could be revolutionized. 

Up to the present time a fixture 
salesman has called on the buyer, 
spreading the glad tidings that he 
could furnish fixtures of every price 
and design. Glory, glory hallelujah! 
Mr. Buyer could purchase his fixtures 
all at one place 
and thereby save 








lamps in a fixed .08 << --- + KK \ lisesi eas 





vice being fixed 100% — 


finition loses its 
literal meaning 
for it is advanced 
that under the 
former the fixture no longer retains 
a fixed position on the shelves of the 
jobber and dealer and loses its iden- 
tity with the old definition when at- 
tached to “Elexit’”. The “Elexit” 





“Elexit” this de- aa 


This diagram represents the pyramid of business. 
represent the manufacturers participating in the plan, and the figures on the left, 
indicate the percentage of the public at which each manufacturers line is directed. 
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which had facilities for turning out 
the highest quality unit at the lowest 
production cost in his price-class. 
Of this number seven were selected 
and each one invited to become a 


se tne aes 


ee No.3 
' 


The numbers on the right 


time and money. 
But—whoa Na- 


<a No. 2 poleon. For the 


sake of argument 
we will grant that 


; he di — ; 
-—e---3--© No 4 e did have one 


{ class of fixture. 
that he could of 
fer, which repre- 
sented the acme 


ote Ne 7 in quality and 


was listed at the 
ae lowest price at 
which a unit of 
its kind could be 
sold. But there 
have frequently 
been times when rather than turn 
down business said salesman has as- 
sured the dealer, jobber or whoever 
it might have been, that he could fur- 
nish any old fixture desired whether 
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: The 
| BIG 3 Clipe 


RSTAREX 


HOME DOUBLE ROLL IRONER 


ELECTRIC SUCTION CLEANER 


RSTAREX 


ELECTRIC CLOTHES WASHER 


formerly the RSTAPEX 





Built to do 10,000 Washings 


NOW 
$137750 


‘With the announcement of this radical re- 
duction in the price of the ROTAREX Elec- 
tric Clothes Washer—formerly $185.00—it 
becomes necessary for the manufacturers 
and distributers of other washing machines 
to entirely revise their standards of value. 
Think of it! The high grade ROTAREX 
is now offered to the trade and public at 
the lowest price for which machines of 
ordinary quality can be made and sold— 
actually less than is asked for many in- 
ferior washers. 


The ROTAREX is the plus washer, designed 
and constructed not merely for once-a-week 
use but for constant, daily service where 
desired—to outlast two or three ordinary 
washers. 


Hundreds of jobbers and dealers have 
waited, as we ourselves have waited, for 
the opportunity to offer the ROTAREX at 
a popular price. It has come! We honestly 
believe that it will not be possible to fur- 
ther reduce these new prices for a long 
time to come, if ever. 








With its mew mate, the wonderful 
ROTAREX Home Double Roll Ironer, job- 
bers and retailers are now able to furnish 
a complete home laundry equipment of the 
highest standard of excellence and efficiency for 
a total price of onky $275.00. 


Note, however, that if you are under contract 
to handle some other washer or ironer exclu- 
sively, you can arrange to sell either the 
ROTAREX Home Double Roll Ironer or the 
»ROTAREX Electric Clothes Washer alone. 


Delegates and 


E. S. 


‘‘Welcome to 
Home of the 


That our exhibit will occupy the spotlight at the 
Convention is assured by the widespread interes! 
with which our announcement in the November: 
trade journals was received by the trade. We are 
leaving nothing undone to make our display attrac- 
tive. 


To gain the fullest profit from your visit to Cleve 
land you should not fail to reserve time for an in 
spection of our great modern manufacturing plant 








The quality standards represented in the “Big Three’ 
were originally established by the APEX Electric 
Suction Cleaner, which has won for the Apex Elec- 
trical Manufacturing Company the confidence of 
nearly 400,000 owners and their hosts of friends. 
The value of this confidence to the dealer and jobber 
cannot be overestimated. 





































Export Office and Show Room: 
461 Eighth Avenue 
New York, a 2 












The Apex Electrica; 


1067 East 152nd Stree§ic,; 





he 
ast 
yer 


ac- 
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RSTAREX The 


ELECTRIC CLOTHES WASHER 


formerly the RSTAPEX BI G 


RSTAREX 
Friends of the 


J. A. 
Cleveland!’’ 


“Big Three’ 


We hereby extend to you a cordial and personal 
invitation to come and see how the APEX Cleaner, 


the ROTAREX Washer and the ROTAREX 


lroner are built. 





Please notify any representative at our exhibit in 
Hotel Cleveland at what hour it will be most con- 
venient for one of our cars to call for you to bring 
you to our plant and at what time you wish to get 


baal NOW 





The first roll dries and smooths; 
The second roll adds a perfect finish. 








: : 13°750 eso: 
If you do not know, from having personally examined, . amen DENVER 


tested and compared it, why it excels, and if you are 


not coming to Cleveland for the convention, we will Only the salesman, jobber, dealer or house- 
gladly ship you an APEX at our expense for free keeper who is familiar with the ROTAREX 
examination. Home Double Roll Ironer will grasp the 

full meaning of this startling announcement. 
In writing tell us what you are open for. Only those who have never compared this 





improved ironer could have expected such 





news. Today’s price east of Denver $137.50; 
west of Denver $147.50 for gas heated model. 
Electric heated model $50.00 extra. 


The efficiency of single roll ironing machines 
is practically doubled by the ROTAREX 
with its twin rolls, its visibility, its per- 
fected ruffler attachment of new design, its 
revolving shoe containing the heating ele- 
ment, and many other exclusive features. 
In a word, the best features of the heavy 
duty and expensive commercial ironing mia- 
chines used in hotels, hospitals, ete., are 
combined in a home ironer for the first time 
in the ROTAREX, formerly the Gould. 
Made in three sizes, 36 in., 42 in. and 46 


Canadian Factory: in., and equipped with gas or electric heat- 
Apex Electrical Mfg. Co., Ltd. me ane . 
102 Atlantic Ave., Toronto, Ont. No other ironer can compete with the 


ROTAREX Home Double Roll Ironer in 
economy of operation. 


No matter if you are not in position at this 
time to take on the sale of the ROTAREX 


- * + . i 
Elect Clothes Washer, we can make you 
os JU istributing Company aa seemenaraenaaiins on the ROTAREX 
: IRONER alone. Be sure to see it at the 
ee@CLEVELAND, OHIO Convention. 




















66 





THE sopBeER’s ff} SALESMAN 





it be entirely foreign to his company’s 
line of not. As a 
result the unit was made up special 
at a high production cost and neces- 
sarily sold at a high price. In other 
words his price for the article was, 
say, $10, whereas if it had been pro- 
duced in quantity and in standardized 
design, it could have been placed on 
the market at $8. 

After cogitating over these facts it 
was determined that a plan be worked 
out whereby the Williamson salesmen 
could offer the trade a line of fixtures 
containing types with price-appeals to 
every class of trade and which could 
be produced at the lowest possible 
cost, sold at a corresponding figure 
and still retain a fair margin of profit 
for the manufacturer, jobber and 
dealer and, to get away from the old 
misnomer “‘fixture’’ it was decided that 
the term “‘fixture” be laid in a grave 
and the Williamson line denominated 
lighting furniture. 

Each of these seven manufacturers 
was then allotted the task of pro- 
ducing in quantity one standardized 
line which would have a price and 
quality-appeal to one certain class of 
Thus, as each of these manu- 


manufacture or 


trade. 
facturers will produce one line of 
fixtures in standardized designs, and 
in quantity, and all offered to the 
trade as one line and bearing the same 
trade mark, the portion of the buying 
public, to which his line will appeal, 
is assured a quality article and the 
lowest possible price. The illustra- 
tion showing a triangle or pyramid 
illustrates the point better than words. 

To better explain, consider the bot- 
tom section. The seven sections rep- 
resent the production of the indi- 
vidual manufacturers, the number to 
the left the percentage of the public 
to which his line will appeal and the 
numbers to the right are used for 
convenience to represent each manu- 
facturer. 

Under the theory previously ad- 
vanced, number seven manufacturer, 
represented by the bottom section, can 
produce a low-priced line of fixtures 
which are within the reach of the 
pocketbooks of 34 per cent of the 
public at the lowest production cost 
and consequently an equivalent sell- 
ing price. Therefore, this producer 
will bend the major portion of his 
toward that Manu- 
facturer number six, it is found, has 


energies end. 


facilities for producing a line slightly 
higher in quality at a corresponding 


selling price and that will meet the 
spending powers of 21 per cent of 
the public. And so it goes up to 
manufacturer number one who pro- 
duces a line of the highest quality 
and price, but which necessarily can 
be purchased by but five per cent of 
the population. 
Manufacturer 
specialist in the manufacture of a spe- 
cial lantern type of fixture, and is not 
classed with any of the others, but is 
placed in number three position mere- 


number three is a 


ly for convenience. 

It all comes under the category of 
the one-model, one-price, big-produc- 
tion, quick-turnover scheme such as 
Henry Ford has worked out so suc- 
cessfully. Under this plan all the 
35 Williamson salesmen can offer the 
trade a fixture in any price-class and 
the jobber or dealer is assured of a 
high quality fixture selling at about 
the lowest possible price in its partic- 
ular class. 

Under the Williamson plan each 
of the seven manufacturers will func- 
tion as individuals in so far as their 
affairs outside of the Williamson plan 
are concerned, but will produce in 
quantity one particular standardized 
line of fixtures that will bear the Wil- 
liamson plan trade-mark and have a 
price-appeal to one stratum of the 
buying public and be marketed under 
the plan. 








Some who look at this picture will say, 
“Well that looks like some more of Albert 
Rives’ handiwork”—and they will be ex- 
actly right. Mr. Rives, who is manager of 
the Portland house of the North Coast 
Electric Co., has just completed the job 
of opening the above new branch of his 
company at Spokane, Wash. The- new 
branch which is under the active charge of 
Charles Wright, is 60x90 ft. and includes 
four stories and a basement. It was 
opened on March 1, 1921. The North 
Coast Electric Co., also has houses in 
Seattle, Tacoma and Portland. 


Heretofore fixtures have been in the 
made-to-order class; necessarily a 
high production cost and selling price 
was the result. Under the William- 
son plan, however, every fixture will 
be “ready-made” and there will be 
few produced not of standardized de- 
sign. Tailor-made clothing for ob- 
vious reasons costs more than ready- 
to-wear. The same principle has been 
applied to the merchandising of their 
lighting furniture. 

Fach fixture will be packed in an in- 
dividual carton and will be numbered 
say “Style 109-A” with a brief de- 
scription of its finish. The plan of 
packing this furniture is 
similar to the way commercial fixtures 
are packed except that there are many 
times the number of designs. 

These small containers, containing 
one fixture each, are then packed in 
“standard packages.” 
they are merchandised by the jobber 
yay as conduit fittings, 


lighting 


Accordingly, 


in the same 
schedule material, heating devices, ete. 
There is no packing or unpacking to 
be done from the time they enter the 
jobber’s warehouse to the day they 
are reshipped to the dealer and assem- 
bled by him. 
The jobbers’ 
nished with photographs and catalogs 
with regular price sheets from which 
to sell and they edit their orders 
in the way they would for supplies— 
‘‘100—No. 110-B fixtures at $3.90 ea. 
Fk. O. B. Chicago,” or wherever the 
jobber’s warehouse may be located. 


salesmen are fur- 


Tying the plan up with the intro- 
duction of the “Elexit’’ it would seem 
that there are immense possibilities in 
the plan for the jobber. As_ the 
“Elexit” gradually becomes a compo- 
nent part of every dwelling, the de- 
mand for fixtures will rapidy increase, 
especially among the “cliff dwellers” 
or those residing in apartment houses. 
(As probably every jobber and job- 
ber’s salesman is aware the ‘“Elexit” 
is a standardized electric outlet which 
allows the consumer to own his fix- 
tures and carry them from place to 
place as a part of the furniture.) 

It is estimated that last year the 
business done in electric lighting fix- 
tures amounted to around $220,000,- 
000. Very little of this passed 
through the hands of electrical supply 
jobbers but under the Williamson plan 
it is the intention of the manufacturers 
participating in it that every fixture 
sold under the plan will be figured in 
the business done by them. 
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The Magazine Gun of the 
Fuse Family 


Repeater-6—the Fuse Plug with 6 lives, the greatest 
novelty offered to users of electrical service in years is 
approved in All Capacities by the 


Underwriters’ Laboratories 


Repeater-6 is the Fastest Selling Specialty on the mar- 
ket today. It proved Instantly Popular. Now it has 
Passed the Supreme Test of Merit. 


Repeater-6 can be used 6 times—costs the consumer 
less than three ordinary fuse plugs—makes the dealer 
a nice profit and gives him something new and useful 
to talk about. Compact, thoroughly practical, inde- 
structible, fully guaranteed. Made in 7 sizes, from 
6 to 30 amperes, 125 volts. 


Attractive Discount to Jobbers. 
Write for Full Information. 
Sample on Request. 


MOSS-SCHURY MFG. CO., INC. 


444-446 Woodbridge Street, East DETROIT, MICH. 
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What’s Doing in the 


Northwest? 


Northwest Electrical Service League Makes Rapid 
__, Progress Under Dean Miller’s Direction 


LTHOUGH the Northwest 
A Electrical Service League was 

organized several months ago 
the administrative machinery for pro- 
moting its ideals was not established 
until the latter part of June, 1921. 
The contributing of the 
league are central stations, manufac- 
turers and jobbers of electrical ap- 
pliances and contractor-dealers of 
Oregon and Washington. The direc- 
tion of the organization is in the 
hands of Dean Stephen I. Miller, Jr., 
who has obtained a leave of absence 
from the College of Business Admin- 
istration of the University of Wash- 
ington for a period of one year. The 
field work is in charge of W. D. 
Moriarty, professor of advertising and 
sales management of the University 
of Washington and R. G. Emerson. 
The work of the fieldmen is given over 
entirely to the promotion of publicity 
in the electrical industry and better 
methods of merchandising of electrical 
appliances and machinery. These 
fieldmen move from district to district 
getting acquainted with local prob- 
lems and promoting local organiza- 
tions to deal with the specific diff- 
culties of each group. It would be 
impossible to report in full the activ- 
ities of these men whose work ranges 
from window dressing, interior store 
decorating, accounts, advertising and 
labor difficulties, to electrical homes, 
electrical exhibits and salesmanship 
classes. 

All branches of merchandising are 
in need of better salesmanship. In 
order to promote this work classes in 
salesmanship have been established in 
Seattle, Spokane, Tacoma and Port- 
land. 
given in cooperation with state uni- 
versities and stresses not only princi- 
ples and psychology but also gives 
considerable time to sales demonstra- 
tions. 

Electrical homes have for several 


interests 


This class work is generally 


years been recognized as one of the 
most valuable methods of selling the 
electrical idea. The first electrical 
home of the- Northwest Electrical 
Service League was held in Astoria 
about the middle of October and 





brought out over ten per cent of the 
population. Many of these homes will 
be established in Oregon and Wash- 
ington during the winter and spring, 
committees having been appointed and 
preliminary plans having been ar- 
ranged in Portland, Medford, The 
Dalles, Eugene, Roseburg, Salem, Al- 
bany, Bellingham, Everett, Spokane, 
Yakima and Seattle. These homes 
are equipped with every form of elec- 
trical appliances and demonstrators 
are present to explain their use. 











DEAN STEPHEN I. MILter, JR. 
Secretary-Manager 
Northwest Electrical Service League. 


The electrical exhibit is another 
medium for spreading a knowledge of 
the use of electricity of equal value to 
the electrical home. Tacoma has al- 
ready had an electrical exposition with 
an attendance of 36,000 people, rep- 
resenting approximately 36 per cent 
of the city’s population. The elec- 
trical exhibit is organized upon a 
broader basis than the electrical home, 
permitting a broader acquaintance 
with the larger appliances of the elec- 
trical trade. Such exhibits or exposi- 
tions are now being organized for 
many cities of the two states. Yakima 
and Spokane have already secured 
buildings for splendid displays the 
first week in December. These ex- 
hibits should become an annual affair 
in the larger cities of the United 


States, for few methods of publicity 
can compare in expense and advertis- 
ing results. 

In cooperation with the leading spe- 
cialists of Oregon, Washington and 
Idaho, Dean Miller is editing a vol- 
ume covering twenty of the leading 
resources and industries of the Pacific 
Northwest. Hydro-electricity wil} 
have a prominent place in this work 
which is being prepared for the use 
of the public schools of the three 
states. For a long time there has 
been a dearth of material for English 
themes and supplementary reading in 
economics, American and _ industrial 
history and commercial geography, 
and this volume is meant to fulfill the 
need. No firm names, trade marks or 
brands will be mentioned in connec- 
tion with the industry or resource cov- 
ered. 

In order to prepare the way for 
cooperative advertising round tables 
of contractor-dealers are being held 
in the 15 districts of the two states. 
The October round table covers adver- 
tising ; November, merchandising ; De- 
cember, accounts. These local district 
gatherings likewise prepare the way 
for a more effective dissemination of 
material which is monthly sent out 
from the central office of the North- 
west Electrical Service League. This 
material includes window cards and 
bulletins on advertising, merchandis- 
ing and accounting; likewise thou- 
sands of copies of an ideal wiring 
plan are sent to architects, builders 
and_ electrical contractors. The 
League also prepares monographs cov- 
ering problems of interest to the con- 
tractor-dealer. 

The promotion of the electrical idea 
means the development of cooperative 
advertising on the part of the con- 
stituent factors of the industry. The 
present industrial depression is mak- 
ing organization work as well as co- 
operation difficult due to the many 
irregularities, liquidations and read- 
justments in business. Merchandising 
is almost a pure problem in education. 
Splendid opportunities for service, 
better windows, better stores, better 
salesmanship exist in all lines of mer- 
chandising distribution. But too often 
the more constructive aspect of busi- 
ness is sacrificed to local personal 
problems. It will take time and pa- 
tience to create that esprit necessary 
to enlarge the use of one of the most 
economical resources of the world, 
namely—electricity. 
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Coal For 





Electricity 
For Summer 


The Range for Double Service—Electricity and Coal 


A masterpiece combining the mechanical and the artistic 


EALIZING the popular demand for 

electrical cooking we have combined in 
compact form a complete electric and coal 
range, practically the only one of its kind in 
the United States. 


HE Magee ElectriCoal, 46’ in length 

and 58” in height to the center of the 
electric oven, is dual in its makeup, one-half 
being devoted to electricity and the other to 
coal, which offers the convenience of using 
both fuels at one time, or independently, as 
the case may require. 


HE electrical equipment (“Edison”) in- 

cludes an electric oven, a broiler and 
three cover units, with an attachment for 
connecting washing or ironing machine, flat- 
iron or other similar devices. 


(Dept. P.) 





The Magee ElectriCoal has ‘practical merit—and 
every one you sell, sells another. Send for booklet. 


MAGEE FURNACE COMPANY aS 


Boston, Massachusetts 
















Winter 









HE electric oven, insulated on all sides, 

is a perfect Fireless Cooker, baking 
being accomplished after the electricity is 
turned off, resulting in maximum economy. 








HE coal range is complete in every de- 
tail, from the very reliable baking oven . 
to the efficient brass coil for heating water. 








HE Magee ElectriCoal is made in beau- 

tiful gray Por-cel-a (fused enamel— 
washable) or in original black, both nickel- 
trimmed, with polished top surface and white 
enamel splasher. 








HESE ranges are so carefully packed 

and crated, with instructions so com- 
plete, that they can be shipped and installed 
anywhere. 
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Is Carrying Duplicate Lines 
Good Practice? 


One Jobber’s Salesman Here Takes a New View of 
This Subject 


By D. C. PENCE 


Illinois Electric Co., Los Angeles 


NDOUBTEDLY the question 
that is the 
minds’ of electrical 


uppermost in 
most 
dealers today is to find the correct 
method of merchandising electric ap- 
pliances which they have for sale. 
This question is one of vital import- 
ance, because of the growing demand 
for electrical The 
problem of electrical merchandising is 


merchandise. 


so new, because of the inexperience of 
those engaged in merchandising elec- 
trical appliances, that all of the data 
that we can get together will be valu- 
able in determining a fixed plan which 
can be carried out to the end of in- 
creasing the sales of electrical appli- 
ances which are found today in the 
electrical dealer's stock. 

The question has been asked me, 
“Would it be better for the electrical 
dealer to carry a stock of only one 
line of a standard make, or would it 
be better for the dealer to carry a 
smaller stock of each standard line, 
and be able to show a larger variety 
of all the standard makes that 
offered for sale?” I would answer 
this question by saying that it depends 


are 


entirely on the policy of the individu- 
al concern. 

We all know that this is the day of 
specializing, and the salesman who 
concentrates on one line is the sales- 
man who makes the greatest success; 
therefore, the handling of one line 
would seem to be the thing to do. 
But, on the other hand, we have the 
public to deal with, and when the pros- 
pective customer enters the dealer's 
store, and asks to be shown some par- 
ticular make of iron, and the dealer 
does not carry that iron in stock, but 
concentrates all of his efforts on the 
particular line he has for sale, the 
prospective customer will immediately 
come to the conclusion that the dealer 
is trving to sell the article he lias in 
stock, and not what he or she asked 
for when they entered the store. 

Suppose he carries in his stock, say 
three or four standard makes of irons 
in limited quantities, or so to speak 


and a good supply of the 
intends to make his leader. 


samples, 
make he 
He then 
parison to satisfy his customer that 


has the opportunity by com- 


the iron he is really selling is superior 
to the one asked for. 
his salesman must be familiar enough 


The dealer or 


with both lines to make a strong argu- 
ment in favor of the particular line 
This 


method will result in the sale of the 


that is the leader in his store. 
particular iron he wants to sell, as 
well as making a satisfied customer. 


D. C. Pence 
Too often the dealer or his sales- 
man, when carrying duplicate lines, 
follows the path of least resistance, 
and places the burden of selection 
the When the 
is made in this manner it is 


upon customer. sale 
not a 
sale, but a purchase made by the 
customer, who very often is not satis- 
tied with the article. 

In smaller towns 
stock could be limited to suit the par- 
This method of mer- 
chandising would necessitate complete 
instructions to the dealer’s sales force 


and stores the 


ticular locality. 


as to just what his policy would be, 
and then see that it was carriéd out. 
This same policy should be carried 
out on all other lines of merchandise 
handled, and would not jeopardize the 
manufacturing interests, as they would 


all have their outlets, and it would 
result in more sales for anyone. 

In my estimation a definite fixed 
policy is necessary to the success of 
This includes a defi- 


nite sales plan, as well as a definite 


any business. 
plan of advertising (if he does local 
advertising), and the distribution of 
advertising material which is _ fur- 
nished by the various manufacturers 
advertising the product they manu- 
facture. Most manufacturers are to- 
day advertising their products in na- 
tional publications such as the Satur- 
Evening Post, Ladies Home 
Journal, Good Housekeeping, 
If the electrical dealer would consis- 
tently tie in with this advertising by 


day 
etc. 


seeing that his windows were trimmed 
at the time these ads appear in the 
various publications, as well as seeing 
to it that every customer entering the 
store is supplied with some piece of 
literature, as well as_ distribution 
through the mail, giving a full de- 
scription of the articles advertised, the 
sales on appliances would increase ma- 
terially. 

Mr. Jobber’s Salesman, it is your 
job to see that the dealer follows 
some definite plan of action in carry- 
ing out this plan to a successful con- 
clusion. Most manufacturers supply 
the necessary folders for this purpose, 
as well as the window trims and full 
how the window 

Your jobber will 
be only too glad to supply you with 


information on 
should be trimmed. 


information on what can be secured, 
and help you put the program in 
effect. Your part is to carry the 
message to the dealer and help him 
get the right start, and then work 
with him consistently to see that he 
This will 


increase your sales along with the 


keeps everlastingly at it. 


dealer’s, and will place you in a 
stronger position with your dealer. 


He Lost His Job 

A western newspaper recently re- 
counted how Thomas A. Edison caused 
a New York newspaper reporter to 
lose his job some years ago because he 
wrote an article for his paper about 
Edison’s demonstration of his first 
electric lamp. The publisher said he 
had no place on his staff for a “darned 
fool” who would believe you could 
spirit electricity through a wire that 
had no hole in it and fired the reporter 
unceremoniously. 




















November, 1921] THE &©O8B BE RS fA] SALESMAN 71 
~y ; 





! 


Your Dealers are Doing 
Advertising for You 


Dealers’ requests for electros of ten ad- 
vertisements, recently prepared to help 
them sell the new package line of 
Beardslee chandeliers and brackets for 
the home, have been coming in by the 
hundreds, and although the ads were of- 
fered only a few weeks ago scores of 
them have appeared in the dealers’ local 
newspapers. 


—>—~<S ay | 


So many of these ads appearing in all 
parts of the country are sure to bring 
sales—and dealer sales mean jobber sales 
if you have a stock. You know this new 
line of moderate-priced home-lighting fix- 
tures was made, packed and priced 
especially for jobber distribution and 
Beardslee is using every resource to make 
sales. Don’t you want more details? 


BEARDSLEE CHANDELIER MFG. CO. 
218 SO. JEFFERSON STREET 
CHICAGO 
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Co-Operation with Credit 
Department Important 


for Salesmen 
By RALPH H. BUTZ 


HILE the salesmen, more or 
W less unfortunately, are in 

some cases not overanxious 
to accept the credit man’s viewpoint 
in the matter, they are coming to real- 
ize that the more they can help in 
minimizing the bad-debt losses of 
their employers the more valuable 
they become. Incidentally, the chance 
that the remunerative butter will be 
spread a little more thickly on the 
bread of the salesmen who render 
good service in reporting things that 
are not as they should be with their 
customers is not altogether missing. 


Nevertheless, one of the most en- 
couraging features of modern business 
from the credit granting point of view 
is that credit managers and salesmen 
are coming gradually to look on one 
another with a more tolerant eye. In 
many cases they have become genu- 
inely friendly in their business asso- 
ciations. It is only a matter of time 
when all credit managers will realize 
that potentially the most valuable col- 
lectors of worth-while information are 
the salesmen whom they train to listen 
and to observe. 

That many salesmen need training 
of this kind is not to be taken as a 
reflection on their abilities. No doubt 
you have often noticed how a man will 
take out his watch, glance at it, and 
return it to his pocket, and then, if 
asked the time, will almost invariably 
have to look again before he ean an- 
swer. His eyes did their work all 
tight the first time, but the impression 
was not recorded by the brain. The 
credit manager must start by impress- 
ing the salesmen with the idea of not 
only looking about them, but of retain- 
ing mentally the photographic evi- 
dences of conditions in the customer’s 
place of business that their observa- 
tions have registered. 

It is said at one of our great col- 
leges that if a man knows the reason 
why, he knows the how and when. 
When salesmen are ready to consider 
the meaning of the things they see, 
the credit manager will begin to ob- 
serve they are learning, that they have 
ears to hear and minds-to heed -dis- 





creetly, particularly the comments of 
their customers’ employes and asso- 
ciates with whom they are in friendly 
touch. Too much care cannot. be 
given, however, to impressing them 
with the fact that they are to conceal 
from everybody but the credit man- 
ager of their own house, not only the 
information received, but also the 
source of that information, whether 
voluntary or otherwise. 

It is practicable in some cases, 
where customers are few in number, 
for the credit manager to visit regu- 
larly their places of business. By 
doing so he can keep in close and 
friendly, but observant touch. Ob- 
viously, however, where a firm has 
thousands of accounts on its books, 
the credit man must use the eyes and 
minds of others, especially of the 














This picture of H. C. (Harry) Greer, 
sales manager of the Electric Appliance 
Co., Dallas, Texas, was taken just before 
he went on a hunting trip. If it were 
taken now he wouldn’t be standing so 
straight. You see Harry’s gun was stolen 
and Bob Wakefield lent him one of his 
trench mortars which played havoc with 
Harry. He hit a couple of doves anyway. 
Who couldn't shoot buckshot out of a can- 
non. 


salesmen, who can be taught to appre- 
ciate their value in this respect. 


The experience of one salesman 
proves the value of salesmen as credit 
scouts. The salesman visited regular- 
ly a large retail house in Kentucky. 
Shortly after the advent of a new 
partner this salesman began to notice 
that the relations between the princi- 
pal members of the business were less 
cordial, and that, gradually, experi- 
enced and capable buyers were resign- 
ing and being succeeded by men who 
were less capable. He also noticed 
that stock was becoming inferior, 
while a general air of discord became 
more and more apparent. By discreet 
inquiry the salesman found that the 
local banks were not so favorably dis- 
posed toward the firm as they had 
been before. So, acting on the prin- 
ciple that a house divided against it- 
self cannot stand, he reported all these 
things to the credit manager. The re- 
sult was that when the concern failed 
some time later, this salesman’s firm 
was not among the losers. 


The late J. Pierpont Morgan is 
credited with saying on one occasion 
that “it is not the man of wealth, but 
the man of proven character, to whom 
we loan with a mind of ease.” The 
same thing is true of selling merchan- 
dise on credit, and, when salesmen 
legrn to see their customers in the 
light which the credit office regards 
them, they will certainly lay stress in 
their reports on the habits, methods 
and morals of the men in authority in 
the concerns to which they sell. They 
may go into detail and tell whether 
these men are devoted to the enter- 
prises which they control or whether 
they permit or endure loose ends and 
careless methods. They may also re- 
port whether the living expenses of 
these men are larger than their in- 
comes from the business would war- 
rant, or whether their wanderings 
from the path of devotion to their 
business are merely for healthful 
recreation or due to the fascination of 
speculation or of sociable vices. 

All of this puts the credit office in 
possession of the kind of information 
that cannot be obtained from mercan- 
tile agencies, or that no attorney, with 
his eye upon the law of libel, would 
venture to write. In possessing this 
information, the credit manager has 
at his fingers’ ends data that is so sub- 
stantial in character that he can feel 
safe in passing his lines of credit on 
them. 
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New H & H “DURO” Plates _| 
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Be month we made announcement to the trade of H&H 

“DURO?” plates and they have met with approval every- 
where. ‘The special, attractive “DURO” Finish closely re- 
sembles dull, satin gold—expensive looking, but inexpensive 
in price. 

Clean-cut lines and accurate forming set off this new, hand- 
some finish. Neat, sharp angles at the bevel edge and corners, 
and other refinements of the plate are typical of H&H care 
and manufacture. ‘They are made in popular styles, struck 
up from .040 brass and the lid receptacle plate from .060 
brass. 

“DURO?” plates have opened up a large field of business for 
you. Many have taken advantage of it and are securing 
worth-while orders every day. 

Are you getting your share of the new business on 
“DURO” plates? They are easy to sell and everyone is 
pleased with them. 
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List | ee List Sched- | Std. | Car- 

No. | Description Price ule Pkg. | ton 
8471| For one push switch $.10 S . 25 | 
8472; For two push switches .20 Ss Ms 10 

8473| For three push switches .30 S . 5 

8481| Single blank plate 18 H 100 25 

8483; Receptacle plate with lid .21 K 100 25 i = 

8484| Receptacle plate without lid .10 K 100 25 | 

8482| Duplex receptacle plate 14 K 100 25 
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* The standard package is 100 single gang plates or the equiv- 
alent in gangs. These plates may be assorted. 


Write us today for descriptive circular 


THE HART Go HEGEMANM Fc Co. 


HARTFORD, CONN., U.S. A. 
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Why We Sometimes Get 
A Cool Reception 
By E. C. HODGES 
Pacific States Electric Co. 
per FE men in the selling game do 
not realize the number of sales- 
men that call on the contractor or con- 
time to time. 
There is the salesman who calls to sell 


tractor-dealer from 
him a new cash register or check pro- 
tecting machine; the advertising sales- 
inan and various other specialty sales- 
men from the book agent to the man 
who wants to sell a gold mine; in all, 
the average contractor-dealer is asked 
to give up considerable time in order 
to listen to the sales talks of the many 
persistent salesmen calling on him. 

Is it any wonder that sometimes the 
little 
strange salesman walks in and asks 


dealer is a petulant when a 
for his attention? Perhaps he is not 
particularly anxious to see the sales- 
man drop in that he is more intimately 
acquainted with. The point I want to 
bring out is this: I know there are 
salesmen who apparently have little 
consideration for the dealer’s time and 
less regard for their own time. 

A salesman who cannot make a sug- 
of with the 
dealer an idea that merits his consid- 
eration every time he calls; but who, 
instead, engages in some parlance or 
about some irrelevant 
subject that is at that time most re- 
mote in the dealer’s mind, is not fair 
to himself or the dealer. He need not 
expect a very welcome reception when 
he calls again. 


gestion value or leave 


conversation 


The salesman who gives the dealer 
something to think about is not going 
to be forgotten the minute he steps 
outside the door, and the salesman 
who repeatedly propounds ideas of 
value is going to have a pretty promi- 
nent place in the dealer’s mind, which 
no doubt will be commensurate to the 
value of the ideas he leaves his cus- 
tomers. 

The foregoing idea emphasizes the 
value of possessing a knowledge of the 
dealer’s merchandising problems and 
the contractor’s contracting problems, 
in order to be able to talk intelligently 
and pass judgment upon the things 
that most concern him. This is the one 
sure way to win friendship and beget 
confidence, and, needless to say, con- 
fidence begets business. It is an inex- 
orable law of human nature that the 
one who renders another the greatest 
amount of service and satisfaction will 


profit thereby. Let your customers 
know you appreciate the business 
they have given the house since you 
last saw them (if they are in the 
habit of mailing their orders direct). 
Look over the order copies on file 
when you come in off the road. Make 
a memo. about some particular order 
or such items that are worthy of men- 
tion, and when you see them next time 
don’t wait to let them tell you about 
the carload of conduit they ordered, 
but spring it on them first. The men- 
tioning of the order will no doubt 
bring forth information that may be of 
value to the salesman and will most 
certainly prove that you appreciate 
the business they are giving the house. 
I have always found it of the utmost 
value to give due attention to the little 
things that tend to make service com- 
plete. It assists in gaining confidence 
and manifests to the customer your 
greatest consideration of more impor- 
tant things. 

In conclusion let me say, don’t over- 
look the importance of cultivating the 
acquaintance of the employees, for in 
a great many cases they are consulted 
by the proprietor or manager, and 
their judgment and opinions are an 
important factor in making decisions 
regarding purchases and taking on 
new lines of merchandise. Of course, 
no good salesman would slight an em- 
ployee, but that is not the idea; get 
well acquainted with them, ingratiate 
yourself with them, and you can rest 
assured you will get an even break to 
say the least. It pays to have every- 
one in the institution pulling for you. 





Appliance Co. in New Home 

The Electric Appliance Co., Dallas, 
Texas, formerly located at 1111 Jack- 
son St., is now in its new home 
at 409-11 Browder St. The building, 
on which the Electric Appliance Co. 
has obtained a long lease, consists of 
three stories, with a total floor space of 
about 45,000 sq. ft. The structure is 
new and is equipped with every mod- 
ern convenience for the comfort of the 
employees and for rendering quick and 
economical service to the trade. These 
include a sprinkler system and a circu- 
lar shoot running from the third story 
to the shipping room on the ground 
floor. 





The F. D. Lawrence Electric Co., 
Cincinnati, Ohio, has increased it capi- 
tal stock from $50,000 to $300,000. 


Last Week on the Road 


By Ive Experience 


S TARTED out Monday on my regu- 
lar trip. 

Got about a mile and forgot my grip. 

Drove back to get it, 

And blew out a tire. 

Set out to change it, 

Lost a rubber in the mire. 

Started out again. 

Made my first stop. 

Buyer gone to the city. 

Wanted to see me—not. 

Waited just the same. 

Thought he would never come, 

And when he did arrive, 

Didn't need anything under the sun. 

After lunch, drove to next town. 

Dealer’s stock looked a fright. 

His wife said he was out on job, 

But I could surely see him at night. 

So I stuck around the store, 

And waited on the trade. 

Sold one flat-iron and an old tin shade. 

Saw the boss after supper, 

And got an order all right. 

But “Holy Sufferin’ Nellie’”’ 

Slept with a “Bedbug” that night. 

Struck out on Tuesday, 

Feeling not much better. 

Stopped at the hotel desk, 

And found I had a letter, 

Chuck full of price sheets. 

I thought they were good ones, too, 

But a customer says, “The war's over. 

W hat-’n’-Hell’s-the-matter with You?” 

Let’s see, the next day was Wednes- 





day, 
So I sold a carload of “Nothin,” 
And they wanted it shipped a-rushin’. 
Received more price sheets after din- 
ner— 
Wonderful changes, large and small. 
So Thursday, went to the county fair, 
Where my had “hired a 


hall.” 


I said I had come to assist him, 


customer 


Trusting I'd get an order for supplies. 
But sold a “875.00” 


“ce oT ” . 
man’s” wife, 


cleaner to a 


And came away with two black eyes. 

Well, on Friday, started homeward, 

With thoughts of my trip in mind. 

And went to the office on Saturday 
morning, 

Wondering what I would find. 

And there was an order from a cus- 
tomer 

of 


Calling for “seventeen” carloads 
pipe. 
So after all of my hard luck, 


The week ended up all right. 
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Be Sure Your Dealers Understand 


Two Big EMERALITE Sales Helps 


LIBERAL NEWSPAPER ADVERTISING to millions of people in seventeen big cities 
from coast to coast; also in the American Magazine to 2,000,000 more. Every adver- 


tisement is numbered. All are reproduced with their numbers in a handsome dealer 
circular. The dealers will be given a schedule showing at what dates the various advertisements 
will appear in their cities. See 
that your dealers appreciate and 
act so as to get full benefit of this 
publicity. Have them dress their 
windows appropriately with the 
type of lamp being advertised at 
the time. We will send you upon 
request one of these dealer circu- 
lars and schedule of dates, to take 








with you. 


Daylight Attachment 
Without Extra Charge 


Another Great Sales Help For The Dealer 








PATENT 


Without extra cost, and with no additional 
price put upon the lamp itself, this sight saver 
is now included with every new Emeralite. This 
attachment so modifies the light that it be- 
comes practically the same as natural daylight, 
and protects the most sensitive eyes from all 
strain and reflected glare. 


Take these two points up with all your Emeralite dealers. 
This is going to be the greatest Emeralite year. You can 
all cash in on the great buying impetus which has already 
been created by the public. 


H. G. McFaddin & Co. 


37 Warren Street 
New York City 
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Mr. Jobber’s Salesman, 


are you PREACHING the gospel 
of “‘More Convenience Outlets” to 
the Contractors, Dealers, Architects 
and Owners? 


The chandelier must be cast into the 
discard as a medium for supplying 
current to electrical devices. 


More Floor Outlets, Receptacles and 
Switch Boxes must be installed if 
current consuming devices are to be 
used daily as a necessity instead of 
as an occasional luxury. 





Improved 
“Steel City” 
Switch Box 


Fullman 
Adjustable 
Floor Outlet 


Non-Adjustable 
Floor Outlet 


WRITE FOR SAMPLE OF OUR NEW 


a 


IMPROVED SWITCH BOXES 


TO SHOW TO YOUR CUSTOMERS 





Stee! City Chectrre Ca 


1207-1223 Columbus Avenue 
PITTSBURGH, PA. 
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Lighting Furniture and 
Christmas 
HE electrical supply jobber 
like every other business man 
is always on the alert for ways and 
means to increase his business. 

The Christmas holidays afford a 
stimulus to business, particularly in 
the lines that offer articles suitable for 
gift giving. The electrical supply 
jobber knows this because he has some 
such lines and has benefited by the 
increase in business brought about by 
the holiday trade. However, he also 
realizes that he has too few such lines; 
that it would be to his interest to be 
able to increase them. 

Lighting fixtures as _ heretofore 
known have not particularly lent 
themselves to this class of trade. 
However, as LIGHTING FURNI- 
TURE, into which class they will soon 
evolve, they offer unlimited opportu- 
nities not only as gifts to be purchased 
during the holiday season but as ar- 
ticles that have a market the year 
around just the same as any other 
item of furniture or decoration. 

The element entering into this 
business which is going to make pos- 
sible the transition of lighting from 
the fixture to the furniture stage is 
a small but a vitally important item, 
namely, the wireless detachable out- 
let connection already nationally 
known as the “Elexit.” 

The detachable system of lighting 
fixture installation which this Elexit 
makes possible, conceived by men of 
vision of the electrical industry, fos- 
tered and developed by substantial in- 
terests will multiply the market for 
lighting furniture many times. 

When it is considered that statistics 
indicate that the volume of the light- 
ing fixture business in the past several 
years amounted to about two hundred 
and fifty million dollars per annum, 
can anyone gain-say what a tremen- 
dous field for merchandise and ser- 
vice and profit this new device opens 
up? But the problem that presents 
itself is the distribution of this im- 
mense volume of merchandise, the 
demand that will automatically be 
created and the means with which 
to supply that demand. 

There are two channels already 
here through which this product can 
be marketed. The electrical appli- 
ance dealer supplied now by the 
electrical supply jobber, and the fur- 
niture, and the house furnishing goods 


stores. There is no question but what 


November, 1921 


THE JOBBER’S fA] SALESMAN 


=~ 
‘ 


5 
‘ 





rT 


New Selling Force Moves Conversion Specialties 
The HUBBELL Te-Tap-Ten is selling 


more than one device to each customer 


OHN 


Editor of Printers’ Ink, discuss- 
ing the Hubbell Te-Tap-Ten in the 
September 8th issue of that paper, 
writes: “It is the stuff sold to the con- 
sumer that really offers the best oppor- 


tunity for 


business is likely to be in proportion to 
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have shown an actual increase. 
are still saving money by adapting 


themselves 





TeTap 
N°3 





Aes 


5735 











Allen Murphy, Associate 


sales energy.— Producers’ 


building activity, ‘Consum 
ers’ goods, om the other 
hand, can be pushed quite 
independently of the build 
ing situation.” 





It is an extraordinary fact 
that in these days, with 
thousands of men out of 
work, savings bank deposits 
People 
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to these new conditions: 
getting along with five rooms instead of 
seven, doing their own laundry work with 
a washing machine; buying vacuum clean- 
ers to do away with the “twice a week”’ 
char woman; putting off that rewiring job, 
and buying Hubbell Te-Taps instead, to 
give them the additional current outlets. 
“Consumers Goods.” 


Consider the drug stores! They carry 


shelf after shelf of goods for which there is only an 


occasional demand. 


But their counters are loaded 


down with containers and cards displaying articles in 
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e 
dising, demonstrating its success in hundreds 


of lines. 


which the daily turnover is enormous. 
Your druggist is so busy wrapping up his 
counter goods he has no time to 









The Hubbell Te-Tap-Ten is a new ap- 
plication of this principle. Ten handy 
Hubbell electrical specialties, each select- 
ed for its usefulness, are put up in indi- 
vidual cartons, under sim- 
ple, easily remembered 
names. A handsome 4- 
color display container, 
packed with 30 pieces, 
presents this assortment 











dealer's counter, or top 





from the 
of show 





case. Pictures along 
the sides of this container illustrate and 
explain the use of each device. One sale 
automatically leads to another: a porcelain 
Te-Tap No. 3 for the bathroom; two Te- 
Taps No. 1 for the dining room; a Sig- 
nalite for the pressing iron; these are all 
suggested in this display. 





Your dealer’s time—their clerks’ time, is 


Twin 
TePlug 
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not taken up with lengthy and tedious explaining. These 





“shelf gocds” have moved down onto the 
counter, into the customer’s interest and 


rd | imagination, and offer them- 
x... to selves for sale. 


Hubbell Te-Tap-Ten brings 
us each dealer a small but com- 


i | plete assortment of tested 
r 
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Conversion Specialties. It 
5518 


gives him advertising, demon- 
choice of low priced handy devices—it sells 


one device to each customer. 











Good Housekeeping and Literary Digest ar 
million people every month about | 





explain the merits of his shelf 
goods. The drug store has 
moved off the shelf, out of the 
dark recesses of stock bins, and 
onto the counter of quick sales. 


This is 20th Century Merchan- S 





Twin 


Tetap 
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this new, practical way to enlarge 
their wiring facilities. Tell your 
dealers about the circulars, im- 
printed with his name, for dis- 
tribution to his customers. 


Mr. Murphy’s article has been 
reprinted in pamphlet form. 


stration, display, and storage space all in 
one compact cardboard box. It presents a 


more than 


e telling 10 
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Want a copy? 











HARVEY HUBBELL 


ELECTRICAL 


NEW YORK 


BRIDGEPORT 





CONN, U.S.A. 


SAN FRANCISCO 





SPECIALTIES 


2161-U 


CHICAGO 
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TANDARD 
ELECTRIC HEATING PADS 





THREE HEAT 00 
12X15 — 5Q00 





LIST PRICES 


110 Volt 12x15 3 Heat $9.00 


110 Volt 10x13 1 Heat 
ONE HEAT $ 5 50 with through switch 5.50 


10X13— LIST 220 Volt 12x15 1 Heat 
with through switch 9.00 


DEPENDABLE— 32 Volt 12x15 3 Heat 10.00 
EFFICIENT — with throagh switch 7.50 
QUICK-SELLING— 








MADE IN FOUR COLORS 


TAN, RED, LIGHT GRAY 
AND PURPLE 


GUARANTEED TWO YEARS 














Generous discounts to you, Mr. Jobber, 
makes the quality built “Standard” Pad 
a profit producer. 


Send for that sample today 


STANDARD ELECTRICAL APPLIANCE CO. 
Beverly, |. HEATING PADS .New Jersey, 


Manufacturers of 
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the furniture stores will make a strong 
bid for this business, but being an 
electrical line no one doubts that it 
properly belongs in the electrical dis- 
tribution channels. It is very doubt- 
ful if there is any electrical supply 
jobber in business today who cannot 
see in this new field a source of in- 
creased business and profit for him- 
self when this new line of merchan- 
dise is fully developed. 

However, there also can be no 
question but what, if the electrical 
jobber wants to share in the profits of 
the future, he must begin today 
to lend his support in the develop- 
ment of the distribution of this article. 
Everything takes time, and switching 
of the distribution from the old chan- 
nel of manufacturer to consumer or 
manufacturer to dealers, scattered all 
over the land, to the modern economi- 


|cal method of distribution through 


electrical supply channels will also 
take time to perfect and fully ac- 
complish. 

Therefore, it behooves every for- 
ward looking man in the electrical dis- 
tributing industry to focus his 
thoughts and his efforts in this direc- 
tion now. 

Standardized units, so developed as 
to lend themselves to a sound mer- 
chandising program and to be fitted in 
line with the electrical distributors’ 
requirements, are already available. 
Plans and policies are developed and 
in process of development. Partici- 
pation by the electrical supply jobber 
is now in order. 

Aside from increased business and 
profit to the jobber what does this 
new line of lighting furniture bring 
into the life and work of the jobber’s 
salesman? At first electrical supplies 
and materials was a dry matter of fact 
sort of business. With the addition 
of the electrical appliances new iife, 
new interest was brought into the field. 
There can be no doubt that lighting 
fixtures possess even more fascination 
than any appliance heretofore intro- 
duced into the electrical field as a 
household article because of the grace- 
fulness of design, beauty of finish and 
wonder of color and harmony that 
adds to the uplifting influence to 
which we all so readily submit. 
Lighting furniture line will not only 
add to the volume of business and 
profit of a salesman, but also give him 
a greater interest in the business that 
he is proud to be in and in which he 








is so important a factor. 
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NOW AVAILABLE 


FOR "¥Y pax 
SCOOPETTES 


IN PACKAGE OUTFITS 


X-Ray 
**Scoopette’’ 


For shipment from 
Distributer’s Stocks 
Complete Scoopette 

| een Outfits for standard 
Package —— ponengie id — equipment types a f Show — 





are now furnished in 


Package Form 


with 
Standard Socket 
(Medium Screw Base) 


for 


15 or 25 Watt 
Round (G-18'2) Bulb 


Standard Base Lamp 





Package Size 36x5x6 inches 





Package weights— 
3-light Scoopette Outfits, 8’ lbs. 
4. ‘“ ae “ce 92 “ 








NATIONAL X-RAY REFLECTOR COMPANY 


New York CHICAGO Los Angeles 
31 W. 46th St. 235 W. Jackson Blvd. 804 Security Bldg. 
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DUNCAN 
A. C. WATTHOUR 
METER 
MODEL M2 





The only meter that will accurately 
operate on all loads above 5% of its 
capacity with its upper bearing re- 
moved. This feat is impossible with 
any other meter ever made, and is due 
to the center of gravity of its disk being 
so low—a very important and well 
recognized qualification. 





Duncan Electric Mfg. Co. 


Lafayette, Indiana 














All One Family 

Esprit de corps is a phrase we have 
been intending to use in this depart- 
ment sooner or later. For those who 
don’t know what it means, it may be 
defined as that thing which the Smith- 
Levee Electric Co. has got. This 
company has been in the general sup- 
ply jobbing business since about the 
first of the year. They are all one fam- 
ilv at Broadway and Ellicott Sts. in 
Buffalo. L. E. LeVee is the head of the 
family. They have meetings twice a 
month—go out to a good dinner and 
then come back in the evening and 
discuss things. If a Saturday after- 
noon they all pile into cars and go 
some where on the lake and spend the 
week-end. Miss A. M. Hinmann and 
Miss Louise Sheppard, who has 
charge of the retail appliance store, 
and can cook anything, are generally 
the “instigators” of these social activi- 
ties. When it comes to work, every- 
body takes an interest (and a hand) 
in everything. Miss Hinmann, for 
instance, likes to decorate windows. 
When Tue JospsBer’s SALESMAN repre- 
sentative arrived she had just thrown 
a small range into a window. Three 
outside salesmen are employed regu- 
larly, J. D. Davies, Albert Metcalf, 
appliance salesmen, and Arthur Zeu 
zius, fixture salesman. Elmer Harvey 
is in charge of city sales. Davies 
covers a lot of the smaller cities such 
as Fredonia and Jamestown. He is 
after the smaller contractors contin- 
ually and is getting the business. 





New Brooklyn Jobber 

Era Electric Supply Corp., 4618 
New Utrecht Ave., Brooklyn, N. Y., 
recently organized by Arthur Ober- 
stein, Ralph Hanchrow and Elias D. 
Clickstein, is said to have entered the 
field as an electrical jobber and will 
handle everything in the electrical 
line. Mr. Oberstein, who will person- 
ally direct this new enterprise, has 
been engaged in the electrical supply 
business for the past 18 years. 





Flannery Visits Florida 

W. J. Flannery, worthy president 
of the Baltimore Electrical Supply 
Co., Baltimore, Md., at last listened to 
his brother’s pleadings and recently 
visited the Jacksonville, Fla., branch 
where the brother is in charge. This 
was in October and represents Mr. 
Flannery’s first visit to his Florida 
branch. 
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SALESMEN: Herels Your Big Op- 


portunity; Trumbull 
Externally Operated 
Entrance Switches 
Selling by the Tens 


of Thousands 


The Trumbull Externally Op- 
erated Entrance Switch is the 
big opportunity today for job- 
bers and the jobber’s salesmen. 
We are receiving orders for 
tens of thousands of these en- 
trance switches, both with and 
without meter trim. 


Many state and municipal au- 
thorities have made the use of 
externally operated entrance 
switches compulsory. 

The Trumbull Externally Operated 
Entrance Switch is more than well 
made; is finished beautifully, makes 
a splendid appearance; is equipped 
with a superior quick-brake switch; 
the box has shelves for plug fuses 
protected by porcelain. 





Then there is a lot of wiring space 
and an unusually large number of 
knockouts — seven 34 inch and 
eleven '4, inch, two 14 and one *% in 
each end, four '4 and one 3% in the 
back, two 14 and two % on the left 
side and one '4 and two % on the 
right side. 

Best of all you may offer them to 
your customers at a very low price 
and make a big profit on the line. 
Made of Armco Ingot Iron. 

Better write us today for Bulletin 
covering this line and other Circle T 
products. 





No. 5791A, With Meter and Trim 











There are many made-to-the-minute opportunities for jobbers’ salesmen. 


The Trumbull Electric Manufacturing Co. 
PLAINVILLE, CONN. 


SAN FRANCISCO CHICAGO BOSTON NEW YORK 
595 Mission Street 40 S. Clinton St. PHILADELPHIA 114 Liberty St. 
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A New and Profitable 
Field for Jobbers 


Mr. Jobber: 


Here's an opportunity for you to broaden 
your field and make additional money 
without changing your methods and with- 
out any additional expenses. 


Keyless Electric Time Systems are in great 
vogue today. The field is unlimited. 
Banks, business houses, stores, factories, 
shops of every kind, industrial plants of 
every description, schools, colleges, libra- 
ries, hotels and public buildings, all are 
sending to us a flood of inquiries for tim- 
ing devices of various kinds. 


We have decided these Systems should be 
handled by the jobber as he is in touch 
with ali new buildings and bidding on the 
electrical work. Live salesmen will ap- 
preciate that on practically every corner 
there is a prospect for a Time System 
which carries with it not only the System 
but a vast amount of electrical parapher- 
nalia in addition. 


Sohm Keyless Clocks and Time Systems 
are simple as to parts, rugged in construc- 
tion, dependable and accurate to the high- 
est degree, and no special technical knowl- 
edge is required to sell them. When you 
are bidding on any job include Time Sys- 
tems. We will figure the specifications 
for you. 


The field for Electric Time Systems is not 
limited to new buildings. Sohm Systems 
are being installed daily in buildings al- 
ready erected. Are you developing this 
fertile field in your territory? 


The margin of profit in these specialties 
is much longer than in the ordinary elec- 
trical equipment and can be sold in con- 
junction with electrical equipment of all 


kinds. 


Write today for further information. 


SOHM ELECTRIC COMPANY 
851 Blue Island Avenue 


CHICAGO, ILLINOIS 














Could Return the Goods 


N passing on an option to return 

goods, it was recently held that 
where the seller sold goods to a buyer, 
with a right to return what he could 
not use or sell, payments to be only 
for what was retained, the buyer was 
entitled to credit for goods returned 
after a reasonable time, notwithstand- 
ing he had paid for them in full, such 
payment not being an election to keep 
the goods, but being contemplated by 
the parties, in order that the buyer 
might obtain the benefit of a discount 
for cash. 

The plaintiff in this case was a 
wholesale dealer and the defendant 
was a retailer, and they agreed that 
the defendant was to add the plain- 
tiff’s line of goods to his stock on the 
condition that he could return such 








Randolph E. Tyler 








When the Schimmel Electric Supply 
Co. decided to go into the lamp busi- 
hess some years ago, it made up its 
mind that if it were to build up a 
lamp department, it must do it on 
the service it was rendering to its cus- 
tomers. With this thought in view, 
the lighting service department has 
been established and it is today one 
of the best and most completely equip- 
ped lighting service departments in 
that section of the country. It is in 
charge of Randolph E. Tyler, a well- 
known authority on illumination. Prior 
to his joining the Schimmel Electric 
Supply Co., Mr. Tyler was eastern 
representative of the Shelby Lamp 
Division of the National Lamp Works 
for 14 years. Mr. Tyler has under 
his charge a staff of men who are sell- 
ing better lighting to the industrial 
plants in his territory, as well as the 
consignment idea to the dealers. In 
the photograph above, Mr. Tyler ap- 
pears in his khaki uniform. The 
photograph was taken in July of 1919 
when Mr. Tyler was a member of 
Company “F” in the First Pennsyl- 
vania Reserve Militia, where he was 
preparing for military service in the 
U. S. Army. 
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There Is Merit and Money 





The VITONET is a Super Warming Pad. It is endorsed by 
the Medical Society of the State of New York, the American 
Naturopathic Association and has been tested, approved and 
very highly rated by the New York Tribune Institute. 


FOOL-PROOF—FLEXIBLE HEAT 


The VITONET is designed and constructed on the principle of 
applying that particular degree of heat which the consensus of 
good medical opinion considers appropriate for heat treatment 
of bodily infirmities to which a heating pad is adapted. 


A SAFE HEATING PAD 


The VITONET eliminates multiplicity of connections and ac- 
cessory switches. A simple, compact thermostat keeps the heat 
at a safe curative or palliative temperature. The VITONET 
will not blow up nor burn up. One of the largest insurance 
companies in the United States has insured every VITONET 
heating pad and blanket in the hands of every user anywhere 
in the United States for one year from the date of purchase. 
The VITONET is guaranteed for one year against defects. 


A PROFITABLE LINE FOR THE JOBBER AND 
DEALER 


We can not do it all alone. While we are cooperating earnest- 
ly and intelligently with the jobber and dealer to build up con- 
sumer acceptance, we recognize the cost to distributor and 
dealer to merchandise these products. 


We would like, therefore, to discuss freely and frankly terms, 
list prices and discounts with representative jobbers. There is 
good territory available. Write to us today. 


THE VYITONET CORPORATION 


143 Liberty Street 
New York City 
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Build Volume 


With the 


with 
Adjustable Nozzle 
& Detachable Base 


ELL MORE dealers and 
sell each dealer MORE 
hair dryers—that’s a laudable 
aim and the SUNNY Dryer 
will help you attain its fulfill- 
ment, It’s the dryer that has 
them all talking. 


In the SUNNY Hair Dryer 
all objectionable features 
have been eliminated. Deal- 
ers are selling it where here- 
tofore a device of this kind 
could not be successfully sold 
by them. 


The SUNNY Dryer is mod- 
erately priced and is equipped 
with a patented, detachable 
stand allowing free use of 
both hands for thoroughly 
and efficiently drying the hair 
—the user can sew, knit, read 
or otherwise occupy herself 
while her hair is being 
quickly dried. 














The adjustable nozzle feature 
permits the air to be directed 
at any desired angle—when 
out of use the SUNNY folds 
up so that it can be con- 
veniently carried in a small 
bag. 


Strong, sturdy, up-to-date 
construction; quick-detach- 
able heating element; light 
weight and attractive; highly 
polished, nickel finish, com- 
plete the argument in favor 
of the SUNNY. 





Opened and Mounted 
on Base 





| “Make Hay While the Sun Shines With the Sunny” 











John Jorgensen Company, Inc. 
120 Liberty St., NEW YORK CITY 




























































goods as he could not sell or use, and 
pay only for such as were retained. 
Goods were shipped to the retailer and 
billed at the agreed price, less 2 per 
cent discount for cash in 30 days. 
Before the end of the 30-day period 
the retailer paid the bill in full in or- 
der to obtain the discount of 2 per 
cent on the merchandise which he 
should finally become obligated to pay. 
In paying the bill in full he claimed 
he did not intend to waive his right 
to return such of the goods as he 
might not be able to sell or use. In 
about 60 days after shipment, the re- 
tailer reshipped to the plaintiff a part 
of the merchandise because he found 
it unsalable, claiming that the plaintiff 
was bound to take them back and 
credit him with their value. 

The question was whether, because 
of the form of the contract, the right 
of return was lost by paying for the 
goods before a reasonable time had 
elapsed for ascertaining whether or 
not they were returnable, in order to 
take the benefit of a discount offered 
by the terms of the contract. 

In passing on this question, the 
court held: “If there was an elec- 
tion to keep the goods on the defend- 
ant’s part, the plaintiff offered no evi- 
dence to support such an election. 


| Again the plaintiff claimed that since 


it was ignorant of the defendant’s mo- 
tives in paying in full, it had a right 
to suppose the transaction was closed 
and therefore inequitable to reopen 


, it. But since plaintiff began to re- 


quest payment in full before some of 
the goods were received by the de- 
fendant, and further since he knew 
that it would take some time for a 
dealer to find out whether the selected 
line would be salable in his market, 
indicates that the plaintiff did not then 
suppose the prompt payment to be in- 
consistent with a subsequent oppor- 
tunity to test their saleability. The 
doctrine of voluntary payment does 
not apply because the rights of the 
parties are governed by the contract. 
The contract was not a simple con- 
tract of sale or return at the election 
of the buyer. He had no right to 
return them without first taking a rea- 
sonable time to test their saleability, 
and the court found that two months 


| was such a reasonable time.” There- 


fore, his return of the goods for credit 
was upheld. 
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ROME WiIIRIe, 


CURMICAL ANALYSIS 


None required 





Our Selling Test:— 
The Enamel must 
not show any cracks 
when the wire is 
wound about its own 
diameter. 











fo" 969, tntteisecn’s Stenderd 1. Wire must not show any oracks in 






PHYSICAL PROPERTIES 
(Insulation Test). 


enamel when wound around s ber ofa 
dianeter three times the diameter of | 

- the wire, Wire gust be 70 degrees F. 
or above when this test is taken. 


ooe gamples of wire in an oven | + 
eo hold at 200 degrees for 80 hours =. 
"ang submit te toot Mi. ab temperature 
166 4 


3. Pwiat two | pieces’ ie wire’ 6" long 
together 10 turns, Inouletion must 
mot break down when each piece-is o 
connected to a terminal of, 220 volt 

¢ As oe Ciroult. « 


4. Bnamel must not incresse the dian- 
hte tess of wire more than 0002" or 


5. Wigs 2m Vks Cavge, & oop 
a pe ahem tr nares * 
Matthe Met Doriduativity: 
teat 9eh Skee 
Ge: The. cotton 


and not add over 
eter of the wire. 








We Shipped From Stock. Our Selling 





Their Buying Test: 


Wire must not show any cracks 
in enamel when wound around 
a bar of a diameter three times 
the diameter of the wire. 




















Tests 


Exceeded Their Buying Specifications 


These manufacturers are among 


our many old customers for magnet 
wire. They are known thruout the 
trade for their rigid specifications. 


The simple test referred to above 
is generally considered sufficient 
proof of the elasticity of enamel in 
sulation. But we have always in- 
sisted that the enamel covering 
must not show any cracks in its 
surface when the wire is bent about 
its OWN diameter. 


ROME Enamel is the product of 
our laboratories, applied to and 
baked on the wire in special ma- 
chines designed by our own engi- 
neers. Every operation is _per- 


formed in our plant at Rome, N. Y. 
Our enamel is hard, glossy, elastic, 
tough, moisture proof, free from 
impurities, and capable of with 
standing very high temperature 
without deterioration and for long 
periods without dielectric change 
It is insoluble in water, alcohol, 
oil, and most solvents, weak acids 
and alkalis, and is unchanged by 
extraordinary temperatures. 


Single - Cotton - Enamel Magnet 
Wire is lighter, smaller, and in- 
sures greater dielectric strength 
than double-cotton or silk insula 
tion. Let us send samples anid 
quote you. 


ROME WIRE COMPANY 


Main Plant and Executive Offices: Rome, N. Y. 


Diamond Branch: 


Buffalo, N. Y. 


District Sales Branches: 


New York, N. Y., . Church St. 
Chicago, Ill., 14 I. Jackson Blvd. 









WINRIE = ROME 


Detroit, Mich., 25 Parsons St., 


Los Angeles, Cal., J. G. Pomeroy, 336 Azusa St. 


2050-L 
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Anylite Products 


ELL your dealers to round out their stocks with the Anylite 

Products. Here is a line of small conveniences that can be 
sold to everyone of your customers. They are all year round 
sellers, and go particularly well durimg the fall and Christmas 
seasons. There is no danger of being overstocked as they move 
rapidly and are easily sold if demonstrated. 





Our prices are right and so is our sales policy, while last but not 
least, our goods are guaranteed to give satisfaction. 


Look over your stocks and get read yjfor the Xmas trade 
(Note our new}price‘on the"T win Socket)} 


Anylite Regulators _....... $1.25 ea. 
Anylite Twin Sockets .... .75 ea. 
Anylite Lamp Stand ...... 3.75 ea. 
Anylite 4 in. Extension 

IN ni ccukienshvnhnrite -50 ea. 
Anylite 2 in. Extension 

ON i Aiccchestecccsictc: .20 ea. 


Anylite Electric Regulator com- 
bines chain pull socket with elec- 
tric light dimmer. Will take Uno 
shade holder. Will work equally 


well on direct or alternating cur- 
reni. 





_ The Anylite Twin Socket is just right for 
the work it has to do, being strong and 
well designed. It is particu- 
larly adapted for basements, 
where, owing to its insulated 
covering it eliminates danger 
from shocks. 


The Anylite Extension Sockets are furnished in two 
lengths, 4 in. and 2 in. and in both black and 
white finish. They enable connection of appliances 
under narrow type shades, and like the Twin Sock- 
ets they are designed for hard wear. 


The Lamp Stand can be used for a 
Tee: multitude of purposes. Equipped 
<= *< 4 with a Regulator it makes an excel- 
lent bedroom lamp, while combined with our 
Ht | white Extension Socket and a small frosted 
globe you have a combination that cannot be 

beaten for the price. For use as a distributor at- 
tach an Anylite Twin Socket and you 
have two outlets for your table ap- 
pliances. 





ANYLITE ELECTRIC COMPANY 
FORT WAYNE, IND. 


The Dominion Battery Co., Ltd., 
Mill & Trinity Sts., Toronto, Canada 
U. S. Electric Co., 710 Polk St., 
San Francisco, Calif. 


A. Hall Berry, 71-73 Murray St., 
New York, N. Y. 
Paul W. Koch & Co., 19 S. Wells St., 
Chicago, IIl. 

















The Kindly Electric Sign 
(Continued from page 10) 


country “making” not only the big 
cities but the “sticks” and “tank 
towns” as well. The result is that it 
is almost impossible to find a town 
anywhere boasting several electric 
signs, in which at least one or more 
signs haven’t been recently “jazzed 
up” with higher wattage lamps. 

But, this does not mean that all 
electric signs have been changed over. 
The idea has merely a good start and, 
comparatively speaking, only a few 
have received added candle- 
power. There’s just enough of the 
high wattage signs in use to serve as 
handy samples for the jobber’s sales- 
convenient 


signs 





man or contractor-dealer 
means of convincing merchants and 
manufacturers that it is high time for 
them to “light up.” 

Competition and tight money, which 
usually put the razzberry on easy 
sales, are working for instead of 
against you here, because the wise 
business man recognizes in this higher 
intensity idea an inexpensive means 
for licking his competitors. 

With eight million sign sockets or 
thereabouts in use, each requiring a 
new lamp every year; and with the 
possibility of easily increasing the 
lamp wattage for most of these sock- 
ets by three or four times that in use 
at present; you may tell the world 
that electric advertising is decidedly 
looking up! And if you are wise, you 
will be getting set to absorb a nice 
slice of this increased lamp renewal 
business. 

But it is not merely lamp renewal 
business that should listen good to 
you. Lots of these old signs must be 
re-wired and you know what that 
means in wire, conduit, sockets, 
switches, etc. 

Further than that, new signs are 
going into service fast—in fact this 
is the one line of advertising that has 
not been curtailed. Bill-boards are 
everywhere being illuminated and 150- 
watt lamps are the accepted standard 
for such work. Merchants who 
wouldn’t spend a penny a while ago 
for electric advertising are coming to 
realize that they cannot afford to pass 
it up any more than they can afford 
to leave their display windows in 


darkness during the evening hours. 
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Quick Turnover_ 
On A Guaranteed Line- 








ELECTRIC TOY 


QMultivolt Transformers 


f 











END for handsome catalog illustrating all Lionel out- 
fits and accessories with price and discount sheet. 
We will send with it our assortment sheet, describing Complete 


Lionel assortments from $50 to $500—every number 
a ready seller. 


Write today. Stock this nationally ad- Lionel 
vertised line that gives you quick profits. 


Lionel Multivolt Toy Transformers are approved by Outfits 
the National Board of Fire Underwriters. 


THE LIONEL CORPORATION 





48-52 East 21st Street, New York 
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“A fitting for 





every requirement’ 


§ When you put your foot inside your cus- 
tomer's door; when you meet him face to 
face in the battle of business you can bring 
Appleton Products to the front on a four- 
square, no apologies basis: 


“Unilets” and other Appleton Conduit Fit- 
tings have been designed to meet electrical 
requirements. 


No matter what the difficulty or unusualness 
of the wiring problem, there is a fitting for 
the purpose made and intended. ; 


The line is complete—that’s your first stake 
in any argument. 


“Unilets” and most other Appleton fittings 
are made of steel. They are handled easier, 
because they are lighter and there is more 
wiring space, and that’s a big item. 


“Unilets” are furnished in either Black En- 
ameled or Hot Galvanized finish. Other fit- 
tings in Black Enameled or Electro-Galvan- 
ized, according to where they are to be used. 


You'll be better satisfied with your own judg- 
ment than our say so, if you'll look over our 
catalog and check us up. Will be glad to send 
you one. Write today. 


APPLETON ELECTRIC COMPANY 


NEW YORK 
55 Barclay Street 


The Plant 
Behind , 


Appleton 
Products 
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GENERAL OFFICES AND FACTORY: 


1703 Wellington Avenue at Paulina 
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CHICAGO 


BRANCH OFFICES 


ST. LOUIS 
917 Pine Street 


SAN FRANCISCO 
509 Mission Street 





Appleton Products 
Include: 


*“Unilets,” Outlet 
Boxes and Covers, 
Laundry Fittings, 
Locknuts and Bush- 
ings, Meter Terminal 
Fittings, Entrance 
Fittings, “Pagrip” 
Metal Molding and 
Fittings, Conduit 
Clamps and Hangers, 
also Switch Boxes. 








Manufacturers who regularly spent 
thousands of dollars yearly in adver- 
tising used to ignore the idea of put- 
ting signs on their factories. How 
many times have you glanced out of a 
Pullman window and wondered what 
was made in some big factory as it 
glided by? You'll find that situation 
changing. Mr. Big Executive is be- 
ginning to see the wisdom of placard- 
ing his plant both by day and by 
night. 

Any way you look at it, sign light- 
ing business is gaining a new im- 
portance and is looming larger with 
respect to your order book. It will 
surely pay you to boost the electric 
sign whenever you get the chance and 
to be prominently in the foreground 
when the orders for sign lighting 
equipment are being passed around. 





McGraw Co. Conducts 
Drive 

A. K. Edgar, manager of the mer- 
chandise department of The McGraw 
Co., Omaha, Nebr., and Sioux City, 
Ia., reports rapid progress in the 
washing machine campaign which he 
is conducting in conjunction with the 
Nebraska Power Co., The McGraw 
Company’s exclusive washing machine 
agent in Omaha. Mr. Edgar has set 
a sales bogey of 500 washing machines 
which must be sold in the 30 days be- 
tween Oct. 19 and Nov. 19. During 
the same period last year the Nebras- 
ka Power Co. sold 428 machines. In 
the first hour of the campaign on Oct. 
19, twelve machines were sold. The 
Nebraska Power Co. has eight house- 
to-house salesmen who are working 
Omaha exclusively. One feature of 
the campaign is particularly interest- 
ing. Each buyer, numbered among 
the first 100 machines sold, receives a 
check for one dollar. Then each 
buyer in the second 100 sold receives 
a check for two dollars and each in the 
first 100 another check for one dollar, 
and so on until the 500 are sold when 
every purchaser of a machine during 
this time will have received checks or 
a check amounting to five dollars. 
The idea is to get each purchaser to 
talk her friends into buying a ma- 
chine so that she will be rebated five 
dollars. Naturally, the more ma- 
chines that are sold the more one- 
dollar checks each buyer will receive. 
Newspaper advertising is reported to 
have produced good results. Mr. Ed- 
gar is indirectly “‘bossing’’ the. drive. 
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Let the 
Little Gem 
Sew Up the 


Rent in Your 


Profit Pocket 


The Dealer wants two big things in a utility motor. No emergency 
calls and kick-backs because it keeps getting out of order, and a 
profit for the sales effort he makes and 
the investment he puts in the product. 





The Little Gem is easily attached, never gets out of order, is a good 





There never was a better time than right 
now to concentrate on the Littl Gem 
Sewing Machine Motor. 


Because this is the height of the dressmak- 
ing and mending-up season. 
thriftily doing a lot of their own plain and 
fancy sewing. 


seller and pays the dealer a proper profit. 


The Little Gem Sewing 
Machine Motor is made by 
small motor specialists. 
Their ability has been dem- 
onstrated by a complete 
line of high speed motors, 
grinders, vibrators, hair 
clippers and other electri- 
cal specialties. The Racine 
mark on a small motor 
means dependability to the 
dealer. 





Women are 





Bracket fits any 
type of machine, 
and permits the 
motor to be turned 
in under the arm 
so that it is out of 
the way when the 
machine is closed. 














Operates from lamp socket, 110-120 
volts; D. C. or A. C., 25 to 60 cycles. 
The motor is 334-in. diameter, 4 inches 
long and weighs only 3% pounds. 


Racine Electric Company 


Racine, Wisconsin 
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Supply Wallace and Greist Lamps 


“for the Christmas Gift Trade 


Wallace and Greist Portable Electric Lamps are just 
the thing to supply to your customers to meet the 
demands of the Christmas gift trade. They are most 
useful and appropriate gifts and are ready sellers— 
all they need is to be displayed. 


Greist and Wallace 


Adjustable Electric Lamps 


These two lamps—made in all of the desired finishes 
—meet every demand for portable electrics. Exclu- 
sive and superior features of mechanical construction, 
artistic design, beauty of finish and workmanship 
(born of more than 50 years of precision manufac- 
turing) making this line a sales team that can’t be 


beat. 


The merchandise investment is small and your profits 
are generous. The lamps win customers. Our Service 
Helps and Window Displays are exceptionally fine. 








Cash in on the spirit of Christmas giving. Push 
Wallace and Greist lamps for Christmas gifts. 


Write for catalog and discounts 


The Greist Lamp 


Artistic and Symmetri- 
cal; Ball Swivel Joint 
Shade; Patent Tension 
Joint. 

Finishes and Prices 





ERY. WAR OW 
3 3% 
pe 
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SWIVEL PLUG 


The Famous Wallace Lamp 


Folds for Traveling 
Weighs Only 20 Ounces 


Finishes and Prices 


Brass ...... $3.50 Nickle _...$3.75 
Verde...... 3.75 Gray ...... 3.75 
Brown .... 3.75 Ivory ...... 4.00 
Bronze.... 4.00 Black ...... 4.00 


The Greist Manufacturing Co. 


New Haven, Conn. 
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L. V. Garron 
(Continued from page 21) 


charge of the sales in the outlying 
districts, serving in these two posi- 
tions for upwards of seven years. 
Then H. C. Lucas, at that time pur- 
chasing agent for the Philadelphia 
Electric Co., took Garron into his de- 
partment as an assistant, where he 
eighteen months, during 
discovered that his 


remained 
time he 


| preference was the selling end of the 


game rather than the buying. 
So on May 15, 1907, when the 


_ Philadelphia Electric Co. opened its 





\ 


supply department at 130 South 11th 
street, with H. C. Lucas as manager, 
“Jack”? Garron was appointed sales 
manager, thus securing that oppor- 
tunity he hankered after, to sell 
supplies and equipment. Yes, that’s 
right—it’s supplies and equipment 
that Garron and his assistant and side 
partner, “Bob” Power sell.  Ser- 
vice? That’s thrown in, and they 
must give generous measure too, 
judging from the successful business 
atmosphere pervading their establish- 
ment and the long time Garron and 
Power have been on the job. In the 
spring of 1911 Garron was appointed 
manager of the Philadelphia Electric 
Co. Supply Department, succeeding 
H. C. Lucas who at that time became 
the treasurer of the Philadelphia 
Electric Co., which position he now 
holds. 

“Jack Garron has been active in 
the Electrical Supply Jobbers Associa- 
tion for years, and at the present 
time is a member of its executive 
committee. He is usually a busy man 
at conventions and can generally be 
found doing something to augment the 
success of the occasion. He is also 
an active member of the Electric Club 
of Philadelphia. 





Fuse Blows—Lady Calls 
Police 

Recently a lady in Seattle was 
awakened in the night by an explosion 
in her bedroom and hearing weird 
noises immediately thought of bur- 
glars. She opened the window of her 
bedroom and yelled for the police. 
Soon a squad of bluecoats were ap- 
proaching the bathroom with drawn 
pistols. They opened the door and 
found that a fuse had blown in the 
service switch causing several pigeons 
that had flown through an open win- 
dow to flap about in fright. 
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Good Workmen 
Appreciate Good Wire 


While wire is very much alike in outside 
appearance, differences in quality of 
manufacture are well known to the 
workman who is responsible for a satis- 
factory installation. 


The thirty year old reputation of 
PARANITE for highest quality of 
materials and manufacture is based 
upon countless individual opinions 
formed from performance experience. 


Sell the contractor the wire that he 
and his men take pride in using— 


F's PARANITE sri 


Indiana Rubber & Insulated Wire Co. 


Chicago Office: 210 So. Desplaines St. 
New York Office: Thomas & Betts Co., 63 Vesey St. 


Factory and General Office: Jonesboro, Indiana 
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Only 2% 
Replacements 
Per Annum 


for All Causes 








That’s one record of 
Hemingray Glass Insula- 
tors. 







It is but one of many facts 
which a questionnaire to 
Hemingray users brought 
out. Hemingray Glass In- 
sulators have a long and 
successful record of service 
on Medium Voltage Power 
Lines ranging from 6,600 to 
33,000 volts. This record 
covering a period of more 
than 25 years is the best pos- 
sible proof of their practical 
efficiency. 
















Bulletin No. 1 tells in de- 
tail the many advantages of 
Glass Insulators. Upon re- 
quest a copy will be 
promptly forwarded. 








HEMINGRAY GLASS 
COMPANY 


MUNCIE, INDIANA, 
U.6o8. 










A Salesman Views on 
Appliances 
(Continued from page 13) 


tained. Consider now the difference 
where the sale and use of appliances 
are concerned. Just let me visualize 
for your readers the conditions in the 
appliance field as I see them. 

“For a long time the electrical job- 
ber held aloof from the electrical ap- 
pliance business, opining that it could 
grow like Topsy or not at all, so far 
as he was concerned. But intensive 
selling effort by manufacturers of 
electrical heating devices, among 
others, forced the jobbing fraternity to 
sit in the game. Today, in my opin- 
ion, those lines are proving well worth 
while from the standpoint of sales and 
margin of profit. 

“No sooner had the jobber become 
accustomed to this new order of 
things, when along came the electric- 
washer, rolling up volume like a snow- 
ball, and making a place for itself in 
the game, too. Its possibilities were 
great beyond even the dreamers of the 
most optimistic jobber. But those 
who took it on soon learned that it re- 
quired special handling. 

“Some employed specialty salesmen 
as a sort of assistant sales managers. 
Others depended on one or more 
specialty salesmen to work over the 
territory regularly covered by their 


supply men. A few developed a 
specialty sales organization, sales- 
manager ‘n’ everything—many did 
nothing. 


“However, the electrical specialty 
business has a peculiarity for every 
day in the week and enough left over 
for a complete new deal. Too, it’s a 
comparatively new business within 
this none-too-old industry of ours. 
There are no reliable precedents. 

“Preceding the war the appliance 
business was developing by fairly 
healthy, normal growth. The feeling 
was that most of the problems had 
been met and solved and that con- 
tinued effort only was necesary to 
achieve a great success. Then came 
the war. 

“With the war came the sellers’ 
market—people saying ‘I’ll take it,’ 
first, and then asking the price—good 
selling tactics served only to delay 
the public in its rush to buy. Manu- 
facturers, jobbers and dealers, many 
of them forgot discretion and headed 
for the green pastures of expansion 
pell mell. Today we are just paying 



















DO YOU KNOW 
THAT THE 


SLIP JOINTS 
OF 


WIREMOLD 


FLAT PIPE 





ELIMINATE 





THREADING 
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They Sell Themselves! 


That is literally what “Union” Fuses do! 


CAT No, 2229 
ICaGo Fuse WES; 


hy, 


You don’t have to spend hours 
of your valuable time trying to 
argue a man into buying 
“Union” Fuses. Your customer 
can quickly see for himself their 
outstanding advantages over 
any and every other fuse on the 
market. He can see at once 
how their simplicity of con- 
struction makes their renewal 
an easier and quicker opera- 
tion, thus saving him valuable 
time and money. ‘Their self- 
evident strength and rugged- 
ness of construction tell him at 
a glance that they will stand 
far more renewals than “or- 
dinary” fuses. He is a ready 
buyer because he knows that he 
will get a maximum service 
from 


JRENEWABLE FUSES 


You can therefore sell more fuses 
—with a smaller expenditure of 
time and effort, when you handle 
the “Union” line. And all the 
time you are building your fuse 
business on a permanent basis, be- 
cause “Union” Fuses invariably 
deliver complete satisfaction on 
the job. 


Why not invest your selling energies where they 

will pay you the biggest dividends, by concentrat- 
ing on the line of fuses that meets with the minimum 
of sales resistance on the part of the buyer? 


The “Union” saves more than ANY other Renewable 


Fuse. 


“Union” Fuses, both Renewable and Non-Renewable, 
are approved in the very highest degree by the National 
Board of Fire Underwriters. 


Send for Booklet and Jobber’s proposition. 








The “Union” saves more than 
ANY other renewable fuse. 





CHICAGO FUSE MFG. CO. 


Manufacturers of Switch and Outlet Boxes, Cut-Outs, Fuse Plugs, 
Automobile Fuses, Renewable and Non-Renewable Enclosed Fuses. 


CHICAGO 


NEW YORK 


eae. 








the pipers the last installment on their 
bill—bankers fed up on making loans 
for expansion, and reserving the glad 
hand for the man who has not forgot- 
ten how to sell; prices slinking back 
to a sensible level; and the salesman 
confronted with the opportunity of a 
lifetime. 

“Concentrating now upon the elec- 
trical specialty business, what is the 
outstanding trouble in that field—if 
there is any trouble, and as I see it 
there is? In my humble opinion few 
manufacturers’ representatives know 
their line thoroughly and when they 
do, fail to dwell upon it. Either it is 
that they assume the men they call 
upon already know the line thor- 
oughly, or perhaps it’s their idea of 
business to make social calls. What- 
ever the reason, the result is that few 
jobbers’ salesmen have a proper un- 
derstanding of what they are selling. 
How can a jobber’s salesman sell a 
thing successfully when he does not 
know what he should about that thing? 

“The manufacturer will say that he 
puts all such information in his de- 
scriptive literature. Maybe that’s so. 
But no jobber salesman can afford 
the time to read the mass of letters 
and descriptive literature that comes 
to him. In fact, I’m honestly of the 
opinion that the engineer who de- 
signed the line, or the factory super- 
intendent can, in half an hour, tell the 
jobber’s salesman more that will be 
helpful to him and that he will re- 
member, than he has heard from the 
average factory representative for at 
least two years. 

“The trouble is that there is too 
much selling of specialties to the pur- 
chasing agent. He passes on to the 
salesmen only the cold facts—and but 
few of those—a catalog, price sheet, 
and possibly a memorandum which 
touches upon only the high spots. If 
this is correct, and in the majority of 
instances I’m convinced that it is— 
how can. the jobber’s salesman be ex- 
pected to carry a knowledge and en- 
thusiasm of the product to the dealer? 
Because of this, the dealer cannot sell 
the device successfully, for without 
knowledge and enthusiasm the sales 
results are bound to be poor. 


“Visualize, on the other hand, what 
improvements would follow if the 
manufacturers’ representative, first of 
all knew his line as he is morally obli- 
gated to know it, and, second, if lie 
then made it a regular order of busi- 
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Two modern 
wiring devices 





4 pe porcelain lined aluminum shell keyless 
socket, shown on the right, is particularly 
' designed for outdoor installation on porches, 
garages, street lights or anywhere that weather 








ARROW conditions make the use of brass shell sock- 
Removable Rina ets inadvisable. Catalog No. 8120. 
PULL RECEPTACLE 
FOR CEILING LIGHTS. The removable ring pull receptacle on the 
— left is a type especially intended for interior | 
wiring in connection with ceiling un‘ts. | 





It is furnished with short chain and long 
linen cord or, if preferred, can be furnished 
with all chain. 





Electrical Contractor's Service Department 











Tuis department has been organized to furnish a 
real help to electrical contractors who may also be 
asked to provide electrical wiring specifications or 
who may be in need of practical assistance and ad- 
vice on specifications already provided by the archi- 














tect. 
THE ARROW ELECTRIC CO., 
Hartford, Conn. 
BOSTON NEW YORK SYRACUSE 
PITTSBURGH CHICAGO SAN FRANCISCO 
BALTIMORE 
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Lhe complete line of Wiring Devices 
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A Dependable 
Insulating Tape 


LE 


ness to meet with the jobber’s sales- 
men and personally coached them in 
the sale of his line! Let him continue 
to call on the purchasing agent, of 
course, but he should not be permitted 
to shuntle his responsibilities to the 
salesmen off onto the shoulders of the 
purchasing agent. Even though the 
purchasing agent possessed the tem- 
perament to see the things he buys 
| from the salesman’s point of view, he 
would be hard put to remember and 
pass on to the salesmen all that a 
properly informed manufacturer’s 
representative tells him. 


“The late Elbert Hubbard once 
said, ‘You get out of a thing what you 
bring to it.’ Only a connoisseur will 
appreciate a Ming vase; and so a job- 
bing organization that is blind to the 
actual possibilities of the electrical 
specialty business will fail to make a 
success of it. With a good deal of 
truth it has been said that salesmen 
reflect the attitude of their principles 
toward the things they sell. There- 
fore, sell the principle first; the pur- 
chasing agent and sales manager next. 
But most important—and it’s on this 
that volume depends—the jobber’s 
salesman, himself, must be sold. 


Water-proof 
Acid-proof 
Alkali-proof 


Especially adapted for use in electrically operated 
coal mines and mills, also for high voltage line 
work, street car cable work and submarine work. 


Packed in non-adhesive paper 
wrappers showing your name 
and trade mark. 


Sold only in wholesale quanti- 
ties to distributors. 


ELKHART RUBBER WORKS 


ELKHART, INDIANA 


manufacturers have been 
heard to complain that the average 
electrical jobber’s salesman does not 
sell goods. Perhaps there is some 
truth in that. But there’s reason a- 
plenty for saying in rebuttal that per- 
haps those same manufacturers have 
not gone about selling their goods to 
the jobber and his salesmen in the 


“Many 








Sold 
Through 
the Jobber 




















HANGER JIFFY CLIP right way. That condition mirrors the 
Seven sizes. Galvanized 1% to often spoken of ‘vicious circle’ most 
Japanned 4d 174 inch. . graphically—manufacturer fails to 
Galvanized. One hole clip. . _ ‘ . 
Seenhenl Sion educate the jobber; the jobber’s sales- 
Packages of 100. anil man fails to educate the dealer; the 

dealer fails to sell to the public. 

“If the jobber’s salesman knew 
specialties he would not be accused of 
carrying a big catalog and _ taking 

Round or An office orders, as he is now often accused. 
Rectangular. necessity. He would have so much to talk about 
Also Rectangular Handsome, he would be talking to the dealer about 
with Quick-acting, specialties all the time and would in 
Name Plates. Lasting. explaining different specialties to the 
Oak Mahogany dealer, help the dealer create addi- 





ALTMAN DESK AND TABLE PUSH. 


MINERALLAC-FLECTRIC COMPANY 





1045 Washington Blvd. 





Chicago, Ill. 




















tional interest in specialties which 
would increase the business and he 
would unconsciously be selling the 
dealer. The dealer would be glad to 
meet such a man and he’d buy supplies 
of him, too. 


“No dealer’s account is worth any- 
thing to a jobbing house if the ac- 
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Long burning lamp hours and motor 
activity go hand in hand. 


Whether it is for rugged carbon 
lamps, to stand the buffeting and 
knockabout service in_ industrial 
places that spell disaster to delicate 
filaments, for dainty ornamental 
lighting with candelabra types or 
fractional horsepower equipment to 
meet myriad small motor possibilities, 
the salesman carrying SUNLIGHT 
products has the edge on the world 
today. 


Every one of these products are low 
cost to begin with—they meet the 
buyer more than half way on the side 
of economy. They stand up in serv- 
ice the equal of more expensive 
products. 


Interesting information regarding 
prices and discounts for Jobbers and 
Jobbers’ Salesmen. Write us. 


The Sunlight Electrical Mfg. Co. 
Warren, Ohio 


o,\\ a i a 
SUN EIGHT 

\4ee GEN 
SLAMPS 








$-9 Bulb 
$-12% Bulh : 
G-12 Bulb 
B-9'¢ Bulb 
SUNLIGHT 
Candelabra 
Carbon 
Lamps G-16% Bulb 












T-6 Bulb 


( 


D-10 Bulb 


Illustrations 
One Half 


Size 




















SUNLIGHT 


FRACTIONAL 


AH. MOTORS 
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Buy It From 
the Navy 





Electrical Apparatus and Supplies 





The Navy NOW offers an 


UNUSUAL OPPORTUNI- - 


TY to the Electrical Dealers 
and Jobbers for purchasing sup- 
plies promptly at very AT- 
TRACTIVE PRICES. 


Among the numerous items 
offered are: 


Bells, Sockets, Switches, Panel 
Boards, Conduit Fittings, Insu- 
lating Materials, Fuses, Flood 











Lights, Heaters, Foot Warmers. 








Various sizes of BX, BXL 
leaded and special cable, also 
oil Proof Telephone cord. 


These materials are particu- 
larly desirable for those who 
cater to the Marine and Indus- 
trial Fields. Special price in- 
ducement will be offered on 
quantity purchases for a limited 
tlie. 


Catalog No. 501, describing 
the Electrical Supplies and Ap- 
paratus, has been prepared for 
the Jobber and Dealer. 


Write or wire for your copy before 
the convention 


Central Sales Office 


Navy Dept. WASHINGTON, D. C. 

















count is not paid regularly; and no 
one is in a better position to collect 
on account than the salesman who sold 
the goods. He should try to collect ail 
overdue accounts before the house re- 
ports the dealer to the Electrical 
Credit Association or puts the account 
in the hands of an attorney. 

“Some jobbers say a salesman is 
not fitted for this work or that it in- 
terferes with his getting further busi- 
ness from the dealer. He may not get 
further business from the dealer if he 
does not do this work. Surely the 
salesman can collect an account if the 
dealer has the money and the sales- 
man takes the right attitude. If the 
salesman realizes that it is a matter 
of business to collect and find out 
principally if the dealer has any 
special reason for complaint and bring 
back a special detailed report on such 
cases—he will often save the jobber 
a-good account as very often failure 
on the part of the dealer to pay is due 
to a misunderstanding. 

‘A jobber’s sales force is what the 
jobber or his sales manager makes 
out of it.” 





Ravings of a Wireless Fan 


By Peter Deets 


OUR crystal in good adjustment ; 
And you hear a station or two, 
Then someone hits your table. 
Did it ever happen to you? 


Then for a half hour or so 
You hunt all over the lot, 
Your patience is almost exhausted 
In search of a sensitive spot. 


There! now that is a good one. 
Isn’t that music just fine! 

It stopped! now what is the matter? 
Oh, heck! it is half past nine. 


Oh, well, let’s try for Arlington, 
She’ll come in just a bit before ten, 
We can catch the time and weather 
report, 
If the crystal stays right until then. 


Now there! that’s Arlington’s wave 
length. 
She’s coming in fine tonight. 
The addition of that new condenser 
Makes the set work just about right. 


But I’m tired of this crystal business, 
And in a few days or so 

I’ll have a three-bulb outfit, 
Then, boys, just watch us go! 
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Two New Fittings—Both Winners 


Your contractors and industrial plant electricians 
will instantly appreciate these two T & B simple 
time savers. Be the first to carry the news to 
them and get a hearty welcome. 





CACO 





%4-INCH ADAPTER WITH HOLDING TIT 
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OBJECT—To permit use of a connector having a threaded portion for use 
in 4-in. hole, in a 34-in. hole. 


SPECIAL FEATURE—After unscrewing the special locknut, the ring will 
not fall off. On the inner surface of the ring there is a very small tit or point 
(impossible to show clearly in a cut of this size). This point engages the 
thread and the ring is turned on like a nut... Working in close quarters, on 
step ladders, etc., a ring without this special tit is continually falling off, with 
vexatious delays. This one stays on. Saves time and temper. 








BUSHING CAP—EXPANDS WITH A PUSH 





This bushing is made of very thin brass. By placing it in the mouth of the bush- 
ing and applying a slight pressure in the middle of the cap, the lugs or pro- 
trusions on the inner side of the cap are expanded, tightly engaging the round- 
ed shoulder of the bushing. It is easily removed by pushing it out from under- 
neath, or prying it out with a screw driver or other small instrument. Fits all 
kinds of bushings. 
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Increasing Your 
Sales of Peerless 
Fans in Winter 


A few years ago a great 
number of people had the 
idea that fans were only a 


hot weather necessity. To- 
day all this has been 
changed. The dealers are 


being educated to the uses 
of Peerless Fans in Winter 
as well as the other seasons 
of the year, and they are 
urged to make a prominent 
display of Peerless Fans 
throughout the entire year. 


They have no equal in keep- 
ing the frost from the deal- 
er's window so that he gets 
the full value of his display. 
For display purposes, for 
circulating fresh air in a sick 
room or a help in keeping 
the rooms warm, the value 
of Peerless Fans can hardly 
be realized. 


Your dealer might know all 
these things but keep him 
posted on these selling facts 
for it will help him sell more 
Peerless Fans and the more 
he sells the more you can sell 
him. 


The Peerless Electric Co. 
Warren, Ohio 
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The Force of Example 
(Continued from page 22 
close to shore; and another example 
led them out where the water was fine. 


“Now someone might have gone 
among that group of bathers who were 
staying in close to shore and before 





the two went beyond the breakers ap- | 


peared, and proved to them by the | 


most logical sort of reasoning that | 
there was really no danger in going | 


out into deep water. 
perhaps have listened to and heeded 
the argument, but the effort required 
to persuade them would have been 
considerable, under even the most fa 
vorable circumstances. Whereas, the 
two who went into deep water accom- 
plished the same result without any 
effort at all, merely by the power of 
their example. 

“The application of that principie 
to the work of selling is very simple. 


Some few might | 


Let us suppose to begin with that our | 
salesman is a pretty smart chap, teem- | 


ing with good ideas for improving the 
merchandising tactics of the dealers 
he calls on. Seeing their shortcom- 
inys, he promptly tells them how they 
can be remedied—and proves his rea- 
soning, too. 

“Do they accept his suggestion? 
Generally 
they argue back, partially because ar- 
gument begets argument, and, also, 
because of their reluctance to acknowl- 


Not generally they don’t. 


edge their shortcomings, as must be | 


done in accepting the suggestions of 
fered them. 


“Suppose now that we take this 


little imaginary hypodermic and shoot | 
into our salesman a generous under- | 


standing of the power of example and 
how to apply it. He sees the short- 
comings of the next dealer he visits 


just as clearly as he did before get- | 
ting that shot in the arm, but he will | 


employ different tactics now. 
he says, ‘when I think of the money 
that some of you dealers stand to make 
I feel like kicking myself because I 
did not have sense enough to get into 
Why I heard 


the other day about a fellow who 


your end of the game. 


hasn’t half the advantages of location, 
He’d been 
going along for years in a lame duck 


and so on, that you have. 


sort of way, managing to keep just a 
jump or two ahead of the sheriff. 
Then something happened to wake 
him up’—our salesman goes on then 
to picture this other dealer as having 


‘Smith,’ 











VERY person 
connected with 
the selling end of 
the electrical indus- 
try will find some- 
thing of interest, 
something worth 
reading, in every is- 
sue of THE JOBBER’S 
SALESMAN. 


The sales experiences 
of some of the lead- 
ing men in the indus- 
try will prove inter- 
esting and _ instruc- 
tive to many. Vari- 
ous other features— 
a foretaste of which 
will be found in this 
issue of the magazine 
—will be well worth 
reading each month. 


We want you to be- 
come aq regular read- 
er of THE JOBBER’S 
SALESMAN, 


Read the special of- 
fer on page 79 of this 
issue—and act. 
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Something Worth 
Talking About! 






‘The Sign of the Times”’ 
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ERLOCKING UNITS 





SEPARATE IN 





An Electric Window Sign 


At your next gathering, take up the tention, arouses interest, stimulates 
Adsign. It’s a new, patented, ELEC- _business,—a sign that every storekeeper 
TRIC sign for stores, windows and _ needs today. The Adsign letters may 
salesrooms. The Adsign attracts at- be changed instantly, by anyone. 


A Day-and-Night Sign Sample Demonstrating 
For Every Business Outfit FREE 


The Adsign with its clear, striking letters is Here's an electrical display sign that will 
ideal for day or night display. Merely OPEN UP A NEW SOURCE OF BUSINESS 
glance at the Adsign and it draws you FOR YOU, with comparatively little effort. 
towards it. The Adsign is portable or per- Write for Jobber’s proposition and FREE 
manent as desired; operates on a. c. or d. c. SAMPLE DEMONSTRATING ADSIGN. 


current and requires no installation expense. Let us reserve your territory NOW. 


EXCLUSIVE TERRITORY REAL CO-OPERATION 


ADSIGN CORP’N 247 J West 47th St., New York 
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“DEALERS’ 
CHOICE” 


The metonom: of electrical heat- 
ing perfection is found in 
the new model 
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VERYWHERE it is being shown. Records of sales 

contributed from every quarter prove that its 
merits are instantly recognized by the public. Your 
customers will buy NOW. Here are a few reasons 
why. 


Heat equivalent to that generated by the average 
heater—from a unit weighing just one pound. 


So easily portable its uses are limitless. 
Ornamental, practical and reasonably priced. 


Finished in polished nickel and adaptable to any 
lamp socket. 





One-Thi = s _ 
rote ye Write today for our jobber proposition. 


Department J 


| Electric & Manufacturing Co., Inc. 
Fh) 0% “S03 Varick Street New York 
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The Policy of the 
Burton- Rogers Co. 


in merchandising 


Hoyt Electrical Instruments 


is to offer in all of its advertising the simplest 
and the most thorough sales helps. 


Among our publications are two pamphlets: 


‘‘Hunting Down Electrical Troubles’’ 
‘*The Cadmium Test”’ 


Both dealing with automotive electrical testing; the one 
for general work, the other for storage battery work. 


Write for these and learn the many ap- 
pealing advantages in selling electrical 
instruments in a rapidly expanding field. 


BURTON-ROGERS CO. 
755 Boylston Street Boston, 17 Mass. 























gone ahead and done just the things 
that the salesman feels the dealer he 
is talking to should do. Force of ex- 
ample. 

“Soon our salesman gets the trick 
of putting much of his argument into 
the words of an imaginary third party, 
rather than inviting argument by say- 
ing those things as coming from him- 
self. ‘I was talking with Smith, over 
in Four Corners, about that very thing 
just yesterday and he said this,’ our 
salesman will say. Then he'll go 
ahead and give his argument in the 
form of something that Smith is sup- 
posed to have said, or perhaps actual- 
ly did say. 

Force of example !—it’s the 
man’s best tool. 


sales- 





Shown American Methods 


American manufacturing methods 
are playing no little part in the mar- 
velous industrial rejuvenation of Bel- 
gium. Yankee commercial representa- 
tives who have returned from the little 
country recently report employers and 
employees, alike, just as inquisitive as 
the far-famed Japanese “‘study-boy”’ 
in their efforts to acquire every pos- 
sible bit of information about Ameri- 
ca’s far-famed efficiency. 

A novel example of their interest oc- 
curred in Antwerp recently, when the 
Bell Telephone Mfg. Co., a subsidiary 
of the International Western Electric 
Co. of this country, hired the Concert 
Hall of the Zoological Gardens, the 
largest auditorium in the city, to dis- 
play to its employees several moving 
pictures showing how telephones are 
made in America. Although it had in- 
tended to limit the show to its own per- 
sonnel, the Bell company found itself 
flooded with requests for tickets from 
outsiders. It staged an extra perform- 
ance for its friends and again found it 
necessary to hang out the “S. R. O.” 
signs. 

One of the largest motion picture 
houses in Brussels, with branches all 
over Belgium, then bid for the films 
and is showing them now. The fact 
that the Belgian movie managers are 
glad to pay for the privilege of show- 
ing industrial pictures that are usually 
exhibited gratuitously in factory and 
educational circles of the United States 
is an interesting commentary on the 
attention being paid to American tech- 
nical developments on the other side of 
the Atlantic. 
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A SATISFIED CUSTOMER ~ THE COLUMN &3 UNiT CATALOG 


Frank H. Stewart 








NATIONAL STANDARD SIZE 





FRANK H. STewart ELECTRIC Co. 


= 


Foun 37&39 NORTH SEVENTH STREET 
4s PHILADELPHIA 


wynkoop-Ha leabeck-Crawford ag 
80 Lafayette St., 
New York City, N.Y. 


to have been fortanate. 





tion concerning the item. 


Yours very truly, 


FRANK H. STEWART ELECTRIC CO. ‘¢ 


FP. H. STEWART......P_ Cinna, Miledetae F. 


October 26, 1921. 


Gentlemen:- Attention: Mr. F. S. Montgamery, Mgr. 
‘ Electrical Catalog Departament. 


The order for our last catalog was placed with you after 
very careful investigation: reaalte show our selection 


Appearance, typography and size have received most favor~ 
able comment in the trade. Your general practice of 
keeping illustrations and descriptive.price and package 
data together has proven especially convenient to our 
customers, as it eliminates the necessity of first locating 
the out and then looking elsewhere on the page for inforna- 


We trust that you are going to be able to put over your 
ides of this new kind of electrical supply catalog. It 
certainly is a wonderful improvement, and we will be glad 
to answer any inquiries from your prospects. 
all cateloge will eventually have to conform to your idea. 





In our opinion, 





Your catalog in the National Standard Size, Column Unit, would be equally 


pleasing to you and convenient for your customers. 


A line from you will bring 


a representative thoroughly versed in the building of electrical supply ¢ atalogs. 


WYNKOOP HALLENBECK CRAWFORD COMPANY 


“Printing Headquarters” 


Printers—Trade Catalog Publishers—Binders 


80 LAFAYETTE STREET 


NEW YORK CITY 
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Send for 


Your Copy! 





The 
Brand’’ leather 
bound, vest pocket 
catalog is now ready 
for distribution. 


‘‘American 


It is the most com- 
plete encyclopedia 
ever published on 
Weatherproof Copper 
Wire and Cables, 
Weatherproof Iron 
Wire and Bare Copper 


Wire and Cables. 


Prepared in a most 
convenient form for 
every day ready 


reference. 











“AMERICAN BRAND® 


§ WEATHERPROOF WIRE AND CABLES | 
HAS NO EQUAL 








Tear off and mail the coupon today 


BAWABA SBSEBDASBRBAEREEEREEE EEE ESE SE ESE 


American Insulated Wire & Cable Co. 


954 West 21st St., Chicago 


Send me your “American Brand”’ leather 


bound vest pocket catalog free. 


(Company Represented)...... 


(Address ) 
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Army Tactics for Jobbers 


(Continued from page 8) 


plans by selfishness, jealousy and the 
unexpected turns of competition. One 
dealer ‘starts something’ and immedi- 
ately those in the neighborhood forget 
their objectives and go stampeding off 
at a tangent. The big fellows, of 
course, are steadier, but even the best 
of us has need to guard against the ap- 
parently inborn human weakness of 
dropping what we’re doing to take up 
something new.” 

Summed up, Gottron’s idea is noth- 
ing more nor less than a new pres- 
entation of the old adage, “Plan your 
work, then work your plan.” Yet he 
gives us a key as to how to plan; his 
“war map” shows us not only what 
we are accomplishing, but it visualizes 
both our competition and our own mis- 
takes. Most important, it keeps his 
objective constantly before the jobber 
and shows him by what amount he is 
falling below or rising above the 
amount of business which is rightfully 
his by virtue of his capital, organiza- 
tion, prestige and abilities. The man 
who knows exactly what he is after is 
likely to get it. That’s the value of 
having an objective. 

“Lack of objectives,” declares F. J. 
Gottron, “is the true reason why the 
electrical trade is not holding on to 
its own business. If a dealer in a 
community of a thousand wired homes 
knew that two hundred electric clean- 
ers could be sold in that community 
next year, and if he made two hun- 
dred sales his objective and gained it, 
there would be mighty little opportun- 
ity for the furniture man or the de- 
partment store or the itinerant agent 
to gain much of a foothold. But when 
the electrical merchant doesn’t know 
or care how many cleaners ought to be 
sold in his community, when he sim- 
ply drifts along selling when and if 
the ‘demand’ comes or is brought to 
him, then he is doomed to non-electri- 
cal competition. 

“The reason is simple. Manufac- 
turers set their objectives and organ- 
ize to sell at the rate of, say, two hun- 
dred cleaners to every thousand elec- 
trified homes. When they come to a 
town where the sales are snail-pacing 
along at twenty-five or fifty cleaners 
per thousand homes, they find out 
why. If the electrical trade cannot 
be induced to supply the latent buying 
possibilities of that community, they 


are forced to go to other classes of 
dealers—hardware stores, department 
stores, furniture stores or even to lo- 
cate some bright chap with a little 
money and a lot of pep and set him up 
in business. 

“The electrical trade objects, nat- 
urally, but the objection is over-ruled 
by conditions of national competition 
which control the manufacturers. The 
manufacturer cannot allow a lazy or 
incompetent dealer to bar him from 
thousands of potential sales. If the 
electrical dealer won’t make those 
sales, the manufacturer must find 
other classes of merchants or agents 
who will—or even go out and make 
them himself. 

“The same principle applies under 
slightly different conditions to the 
manufacturer’s relation with jobbers. 
If the jobber cannot find dealers who 
will retail the quota of appliances his 
territory should absorb, then the man- 
ufacturer is forced by the competition 
of other manufacturers to ‘go over the 
jobber’s head’ or even start a chain of 
factory-branch stores. Such a man- 
ufacturer’s decision is seldom dictated 
by animosity to jobbers; it is dictated 
partly by the inability of the jobbers 
themselves to function, and partly by 
the competition of other manufac- 
turers. 

“I believe in jobbers. We have 
some wonderfully efficient jobbers dis- 
tributing our cleaners. We want more 
jobbers of that kind working not only 
for us but for our competitors. But in 
territory where such jobbers do not 
exist we have to turn to other chan- 
nels for our sales.” 

This, I think you will admit, is 
pretty straight talk. But it is more 
than that—it is a revelation. Some 
readers of THe JopBer’s SALESMAN 
won't like it. They will insist that the 
electrical appliance business “‘belongs” 
to the electrical trade. Gottron agrees 
with that sentiment—in principle. 
But in a world where you buy shaving 
soap in a hardware store and safety 
razors in a drug store, where you buy 
candy in a tobacco shop and cigarettes 
in a tea room, where the blacksmith 
fixes flivvers and the 4d agent deals 
in hay and oats, it is pretty obvious 
that the electrical appliance business 
“belongs” to the man who has the 
guts to go get it. 
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AN IDEAL CHRISTMAS GIFT 





Price $10.00 — 1,000 Pages 
Size 9x12 inches—Weighs 6 lbs. 


Sent on 10 days’ approval 


Electrical Trade Publishing Co., 53 West Jackson Boulevard, Chicago 
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The man 
whoknows tools 
asks for 


®€0.U S PAT OFF 


TOOLS 


E uses them year 
in and year out in 
his everyday work. 

He has created the desire 


for better 
principle that they give 


tools on the 


satisfaction and 


the 


greater 


better value for 


money. 


Tools have 


“Red 


earned 


Devil” 
his 


will insist on 


good will—he 
“Red Devil.” 
Nothing else will do. 


Your opportunity to supply 
this demand is here. Prompt 
deliveries are now available 
on the complete line of “Red 
Devil” Linemen's and Elec- 


tricians tools 


National advertising 
makes them easy- 
selling tools 
The “Red Devil’’ Tool Catalog and 


trade prices are yours for the asking 


no obligation. 


SMITH & HEMENWAY CO., lac. 


Manufacturers of “Red Devil" 
Electrical Hand Tools” 


266 BROADWAY NEW YORK, N. Y. 














The Federal Business 
Program 
(Continued from page 6) 


such a program it has been urged that 
the Bureau carry on a peace-time de- 
velopment of the ‘Elimination of 
waste’ movement, and Congress has 
just recently voted a sum of $200,000 
to finance the work. 

“There is one phase of that work 
which should prove quite interesting 
to electrical men, as it has to do with 
construction work. The Division of 
Housing and Construction has been 
created, and is under the direction of 
Prof. John Gries. 

“A committee is working to secure 
adoption of a national building code, 
and representatives of all interested 
bodies are being asked to assist. For 
instance, in some sections it is the 
opinion that dwelling 
when of brick, should be 12 inches 
thick. There is much competent opin- 
ion, however, that says an 8-inch wall 
is ample, especially for small houses, 
and the saving on that one item alone 
on small houses would amount to 
much as $600. When completed the 
code will embrace everything entering 
into housing construction—plumbing, 


house walls 


as 





fixtures, electrical equipment, and so 
jon. 

“The Bureau has also invited archi- 
|tects of established reputations to co- 
operate by preparing a series of stand- 
ard designs for small houses. Those 


recommendations should prove very 
helpful to the small building contrac- 
tor who builds after his own ideas, but 
who at the same time, wants to make 


Tl 
«w 


plan throughout is to eliminate waste 


his money go as far as possible. 


and standards, 


matter of 


establish acceptable 


just as was done in the 
wagon wheels. 
“To promote economy of effort and 
that 
If re- 
ports can be issued weekly or daily 
they 


value to business men, than would be 


minimize wastage in production 


is what we are striving for. 


are of correspondingly greater 


true if they reached them monthly or 
it of Mr. 
Hoover's fundamental precepts that 


less often. For is one 
competition from abroad can most suc- 
cessfully be met, only by each business 
unit raising its efficiency to the high- 
est notch, the while all pull and work 
together for the general good.” 


One index of a man’s value is his 
‘ability to work without supervision, 








Time Limit 
RENEWABLE 
FUSE 











Cross-section cut shows inside construction) 


First Man On the 
Job Gets the Order 


Our advertising is telling your pros- 
pects about this startling electrical 
invention, which is the only abso- 
lute protection for multiphase cir- 
cuits and motors—the only positive 
means of preventing multiphase 
motors from burning out from 
single-phasing—-yet it is very eco- 
nomical. 


It is a big leader that is selling fast 
everywhere. 

The National Multiphase Time-limit 
Renewable Fuse sells quickly and easily 
—every plant using multiphase motors 
is a potential prospect—NOW. 


Be prepared to give full in- 
formation to your every pros- 
pect—without further delay. 


FEDERAL ELECTRIC COMPANY 
Federal Sign System (Electric) 
8700 South State Street CHICAGO 


627-649 West 43rd Street, New York, N. Y. 
91 New Montgomery St., San Francisco, Cal 





Branches in all large cities. 


Yhe Only 
Absolute 
Protection 


forMultiphase 
rans 
and Motors 
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EIN _ GRIPS 








This is No. 9 of Klein’s 
campaign to your custo- 
mers. Now is the time 
to see that your custo- 
mers are equipped for 
winter “trouble shoot- 
ing.’’ Let’s go! 








Are your “trouble gangs’ 
well-heeled with Klein Grips? 


Remember, the next four 
months, with storms, sleet, ice 
and snow, are the peak months 
for outside repairs. Klein Grips 
have been standard for years. 
They pull straight without put- 
ting kinks in the wire, and hold 
on with the tenacity of a bull 
dog. 

Klein ‘“‘Chicago’’ Grips are 
made from the finest forged 


Mathias 






Established 1857 ik 


steel, gripping jaws are machine 
smoothed, rivets are machine 
turned, and the drawing link is 
so placed that it will not hang 
down at right angles in the way 
of the line when the grip is on. 


A complete line of Klein ‘‘Chi- 
cago’ Grips, ‘“Haven's’”’ Grips, 
‘“‘Come-Along’s’ and linemen’s 
tackle purchased now will see 
you ready for the “trouble 
months.”” Look over your stock 
today. 





& Sons 


Chicago. } Chicago. II.U.S.A. | U.S.A. 
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STEELDUCT 


‘**Roughing-in” Material 






























oe Rigid Steel 
; Conduit and 
Fittings 


SPECYED 
INCONDUIT 














“Steelduct’”’ Customers Are 
Permanent Customers 


The Steelduct Company 
YOUNGSTOWN, OHIO 
REPRESENTATIVES 


Boston 3 : 2 ; : ; 10 High Street 
New York : : : ' : . 120 Broadway 
Philadelphia : P . : ‘ 112 S. 16th St. 
Pittsburgh : : : : . 1111 Keystone Bldg. 
Detroit | : 3 P : . 116 Woolbridge St., E. 
St. Louis ; ; ; . ; . 1012 Market St. 


Pacific Coast Representatives 
BAKER-JOSLYN COMPANY 
San Francisco Los Angeles Seattle 

















































fVERY person connected with the selling end of 

the electrical industry will find something of in- 
terest, something worth reading, in every issue of 
THE JOBBER’S SALESMAN 


The sales experiences of some of the leading men in 
the industry will prove interesting and instructive to 
many. Various other features will be well worth read- 
ing each month. 


We want you to become a regular reader of THE 
JOBBER’S SALESMAN 


Send a dollar for a year’s subscription. 




















Million Volts Feasible 


Successful generation of electric 
power at more than 1,000,000 volts 
at commercial frequencies has just 
been accomplished at the High Volt- 
age Engineering Laboratory of the 
Pittsfield Works of the General Elec- 
tric Co. During the course of the 
experiments just completed many 
valuable data were gathered indicat- 
ing the feasibility of considerably 
higher transmission voltages. 

The tests were made to determine 
whether the known laws for operation 
at 60 cycles up to 250,000 volts were 
also true at still higher voltages. 
Physical laws applying to high-volt- 
age phenomena were found to hold 
good at these enormous potentials. In 
the course of the experiments the gap 
spacings for sphere and needle spark 
gaps were carefully checked up and 
prolongation of existing curves (250,- 
000 volts and below) were found cor- 
rect up to 1,000,000 volts. 

Arc over tests were also made on 
strings of standard 10-inch suspension 
insulators up to 1,100,000 volts. The 
laws of corona were checked at simi- 
lar potentials and found to hold. A 
short transmission line was tested for 
corona conditions and results indi- 
cated that a line using four-inch diam- 
eter conductors or larger would be 
necessary at 1,000,000 volts. 

The successful conclusion of the 
tests is the result of more than thirty 
years of constant experimentation 
during which time transmission volt- 
ages have arisen steadily from the 
first 15,000-volt line built in Pitts- 
field in 1891 to the present record- 
breaking voltage of 220,000 volts, 
equipment for which was_ recently 
shipped from Pittsfield and is now 
being installed on the Pacific Coast. 

These tests confirm the belief of the 
Pittsfield engineers that it will be 
commercially feasible to use consider- 
ably higher voltage in the transmis- 
sion of power and indicate the exten- 
sion of long-distance transmission 
beyond limits heretofore believed 
possible. Electrical engineers are 
now in a position to forecast results 
accurately up to 1,000,000 volts. 

These results are of tremendous im- 
portance to the electrical industry. 
They indicate that power will be gen- 
erated more and more at water-power 
sites and coal mines, and transmitted 
up to distances of perhaps 1000 miles 
instead of within 200 to 250 miles as 
at present. 
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Economy Fuse & MANUFACTURING 
Co. during the past month has offered 
the public both a new non-renewable 
plug fuse under the trade name 
“Clearsite’”’ and a new consumer pack- 
age plan of merchandising the fuse, 
and have established an unequaled 
record among fuse manufacturers in 
that over four million fuses were sold 
on the initial showing and the orders 
were booked almost by return mail. 
The “Clearsite’” plug fuse is very 
novel in construction and the manufac- 
turer claims that the design marks the 
latest advance in the art of fuse de- 
sign and performance. The fuse body 
is made of Economy heat resisting 
molded insulation—dead black in 
color. It has far greater strength 
than porcelain and eliminates break- 
age in handling and use. The top of 
the fuse body is slightly smaller than 
ordinary fuses and is fluted on the 
circumference. This form of top pro- 
vides a very easy and convenient grip 
for insertion and removal of the fuse 
and because only insulation is exposed. 
there is no possibility of accidental 
electrical contact. It is the first and 
only non-renewable plug fuse in which 
the famous Economy “Drop-out”’ link 
is used. This fact results in a great 
reduction in internal operating pres- 
sure. ‘“‘Clearsite’’ plug fuses have a 
new method of mounting the fuse link 
within the fuse body, resulting in two 
great improvements, it is said, in oper- 
ation and clear vision of the fuse link, 
from which the fuse plug is named 
The “Clearsite’’ window is of unusual 
design. The window is held in a metal 
eyelet and is inserted in the interior 
of the body and spun permanently in 
position. The “Drop-out’” link is 
mounted with the operative section of 
the element immediately under the 
window and has two additional re- 
stricted sections deep within the body 
and at right angles to the visible sec- 
tion. When the “Clearsite’”’ plug fuse 
has not been blown, the operative sec- 
tion of the fuse link is most plainly 
visible. This feature is of great value 
to the user and inspector for the rea- 


New Products Literature, etc. 











son that the condition of the fuse is 
readily apparent (blown or _ not 
blown) and the ampere capacity 
stamped on the link at the operative 
section is also visible. When the 
“Clearsite’ plug fuse has blown on 
overload, the gap at the operative sec- 
tion is plainly visible at a glance—the 
window remaining entirely clear, but 
when the “Clearsite’” plug fuse is 
blown on short circuit, the window is 
blackened, making vision of the fuse 
link impossible. Both the ‘“Clearsite” 
plug fuse and the retail package of 
four fuses at a price of 25 cents are 
the result of years of study of the 
public demand—on the theory that 
the public will be served. Thorough 
investigation of the fuse buying public 
developed the fact that a majority of 
purchases through electrical dealers 
were made in lots of one and two 
fuses and of two capacities on the 
average purchase; hence, a retail pack- 
age of four fuses was decided upon as 








Many jobbers and jobbers’ salesmen 
know Paul C. Bandy, who has _ taken 
charge of the industrial heating depart- 
ment of the Russell Electric Co. of Chi- 
cago. Previous to his present connection 
Mr. Bandy was with the Cutler-Hammer 
Mfg. Co. in the industrial heating depart- 
ment at the Chicago office. Paul’s middle 
initial should be “E” for enthusiasm. He 
reports excellent headway in his new work, 








best suitable to the public demand. It 
is a convenient package in size, for 
carrying and for storage in cut-out 
cabinets and the price is so nominal 
that the user will never hesitate to 
make the purchase. The retail carton 
is printed in attractive colors with a 
small number of printed words, read- 
able at a glance, and each carton con- 
tains a printed circular giving a de- 
scription of the fuse, together with 
considerable information relating to 
the proper installation and use of plug 
fuses under various conditions. “Clear- 
site” plug fuses are also packed in the 
conventional carton of 50 fuses and 
500 fuses to the standard package for 
the large user and industrial trade. 


BeARDSLEE CHANDELIER MrFc. Co., 
216-220 South Jefferson street, Chi- 
cago, Ill., has formulated a new plan 
embodying a jobbers’ policy which 
makes it easy and profitable for the 
jobber to merchandise fixtures, says 
Lee Farmer, sales manager of the 
company. It is pointed out that the 
reason jobbers have had difficulty in 
merchandising fixtures in the past has 
been the multiplicity of designs and 
their lack of uniformity. The Beards- 
lee Chandelier Mfg. Co., it has been 
pointed out, has reduced the number 
of designs in its special jobbing line 
to such an extent that the jobber need 
not tie up considerable capital in stock- 
ing fixtures. Also because of the few 
stvles, so designed as to have as much 
of an universal appeal as possible, the 
jobber’s salesman can sell the line 
without his or the dealer's becoming 
confused on the subject. A_ special 
catalog, No. C-1, has been put out 
by the Beardslee company for the job- 
ber’s and his salesmens’ own use and 
for distribution among the jobber's 
trade. The book is profusely illus- 
trated with photographs of various 
rooms in the household showing the 
application of the fixtures that are 
shown on the page opposite. Already 
the Beardslee company has distributed 
more than 30,000 of these catalogs to 
jobbers for their use and distribution. 
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New Electrical Products, Illustrated 








The Beaver switch 
plug is a new prod- 
uct of the Beaver 
Machine & Tool Co., 
Inc., of Newark, N. 


J. It combines, as 





A new bushing cap, il- 
lustrated above, has been 
placed on the market by 
The Thomas & Betts Co., 


be seen in the 
the 
Beaver feed thru 


can 
New York City. The func- 
tion of this fitting is to 
close up the bushing al- 
ready placed on the pipe, 
and to prevent foreign 
matter from getting into 
the pipe before the con- 
tractor is ready to fish the 
wires. By placing the cap 
in the mouth of the bush- 
ing and exerting a slight 
pressure in the middle of 
the cap, the lugs or pro- 
trusions on the inner sides 
are expanded so as to 
tightly engage the rounded 
shoulder of the bushing. 


illustration, 


switch and the Beav- 
er Plugall and _ is 


made to fit all makes 














of standard heating 

Tucker’s ‘“‘Always Ready” hotplate is a new 
product recently placed on the market by the 
Tucker Mfg. Co., 1872 West Third street, Cleve- 
land, Ohio. The hot plate, which is nine in- 
ches in diameter is a socket device and design 
to fit any gas stove. It is made of cast iron, 
is completely inclosed on the bottom and con- 
sumes 660 watts. 


appliances with 
either flat or round 


terminals, 














“A fool-proof warming pad,” as 
‘heir literature describes it, is offered 
to the trade by The Vitonet Corpor- 
ation, 143 Liberty street, New York 
City. 
(12x20 inches) but extremely light- 
It is of the single circuit 


The pad is extra large size 


weight. 
type and semi-automatic control, and 
the heating element covers the entire 
When 
used externally the low warmth 1s 


pad and heats in one minute. 





120 degrees, and when used under 
bed clothes the maximum 
The Vitonet 
has thermostatic control and oper- 





The Kwikon safety switch is a 
new product of S. R. Fralick & Co., 
15 South Clinton street, Chicago, 
Ill. It is externally operated, de- 


A new departure in electric signs is the heavy 
“adsign,” a series of interchangeable 


warmth is 165 degrees. 
letters to be used in sign advertising. 


Each Adsign unit comes complete and 
ready for use. The unit measures 5 in- 
ches high by 814% inches wide over all, and 
the letter itself is 4 inches high. An 
Adsign is made by interlocking a series 
of the units, one of which is here illus- 
trated. The Adsign Corp. of New York 


110 to 125 volts, either 
phase, consuming, according to the 
It is also 


ates on 


makers, 42 watts an hour. 
made for use in connection with 82- 
volt home lighting plants. 


signed for all lighting and power 
purposes, is of 80 ampere capacity, 
125 or 250 volts, and made in two 
or three-pole, specifies the manu- 
facturer. The Kwikon safety 
switch is made to accommodate 
Edison plug fuses and for either 


City is the manufacturer. 





residential or industrial work. 














The Master “Universal” violet ray 
machine is a product of The Master Elec- 
tric Co., 118 South Jefferson street, Chi- 
cago, Ill. The “Universal” outfit shown 
on the left is a size made for popular 
use. It is arranged in a neat case of 
light weight with handle for carrying. 
It is handsomely and strongly construct- 
ed, says the manufacturer, will last for 
years, is simple in operation and abso- 
lutely harmless. It is designed as a 
beautifier and health restoring agent. 
































The Security Electric Mfg. Co., 1463 West 
Ohio street, Chicago, Ill, has placed on the 
market a new toaster stove and grill under 
the trade name “World’s Best” and desig- 
nated as No. 210. The toaster tray can be 
removed and replaced by a pan for frying. 
The stove is 5 in. wide, 9 in. long and 
4 in. high and equipped with a through 
switch. 
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New Electrical Products, Illustrated 








The “20th Century” iron is a product of 
the A. G. Lucas Co., 508 South Sangamon 
The top is stamped 
of steel; the entire iron is heavily nickel 
plated and polished, with the exception 
of the wood handle, which has a smooth 


street, Chicago, III. 


ebonized finish. 





Attachment plug caps used on 
such devices as irons, washing 
machines, vacuum cleaners, electric 
drills, are frequently and annoy- 
ingly broken, and the device put 
out of service. To eliminate this 
source of trouble and expense the 
specialty and switch department 
of the Cutler-Hammer Mfg. Co., 
Milwaukee, has brought out a 
steel-clad cap which is exactly 
like the standard cap (fitting all 
plugs and receptacles of standard 
design), with a protecting jacket 


The heating element in of steel. 





A new reversible toaster has been 
placed on the market by the Rus- 
sell Electric Co., 140 West Austin 
avenue, Chicago, under the trade 
name, “Automatic.” It is the latest 
addition to this company’s line of 
‘“Hold-Heet” electric heating devic- 
es. The new toaster has a highly 
polished, heavily nickel plated finish 
such as that used in making steel 
trench mirrors, used in the trenches 
by the American army during the 
war. It is of sturdy, rugged con- 
struction, says the manufacturer, 


this iron is designed for quick, even and 
economical distribution of heat. It weighs 
61% lbs. and is furnished complete with 


“Strain-Relief” plug and cord and double- 


and has insulated buttons so that 
the fingers will not be burned in 
turning the toast. 








tier stand. 














We 



































The Electric Heating & Manufacturing Co., Repub- 
lican and Westlake streets, Seattle, Wash., has placed 
on the market an electric register for residence, 
office or apartment heating. It is designed to be 
placed in the wall as the old hot air register and 
will fit between the studding of any building, it is 
said. It is furnished in two sizes—1200 and 2500 
watts—in any standard voltage—with ornamental grill 
and asbestos covered reflecting plate and three heat in- 
dicating switches—complete and ready to set into 
the wall. 





A number of improvements have been made in the “Rotarex” 
home double-roll ironer, formerly known as the “Gould,” and 
recently acquired by the Apex Electric Distributing Co., Cleve- 
land, Ohio. Notable among these is the unique double feature, 
which first smooths the linen while the second finishes and 
dries, thus eliminating the necessity of hanging up the clothes. 
Visibility of ironing, automatic foot control, and a_ special 
collar and ruffler attachment are other features of the “Rotarex” 
ironer worthy of attention. It is much less cumbersome than 
the average ironing machine, but is substantially built for long 
time service, point out the manufacturers. 








The new Hubbell Te-Cap, manufactured by 
Harvey Hubbell, Inc., Bridgeport, Conn. is a 
cap of very wide usefulness. Easily attached in 
the usual way to the flexible cord of lamp, 
toaster, percolator, washing machine or any 
other device, it acts as an ordinary cap, the 
brass blades fitting the standard tandem or 
Hubbell Te-slots of wall receptacle or current 
tap. 
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You Can Do It! 


The record shown here proves that during the slackest part of 
an off year, electrical appliances have maintained a sales volume 
greater in proportion than most commodities included in general 








Twenty-five central-station companies in Penn- 
sylvania, not including any of the large cities, 
sold in the first seven months of this year 3,000 
flatirons, 500 washers, 1,300 cleaners and small 
appliances to make a total of 6,200. 


Twenty central station companies in Texas, not 
including any large city, sold in the same period 
1.200 flatirons, 230 washers, 700 cleaners and small 
appliances to make a total of 10,000. 


Ten central-station companies in Kansas, in’ 
cluding no large city, sold in the same period 810 
flatirons, 450 washers, 415 cleaners and small 
devices to make a total of 2,850. 


Twenty central-station companies in Utah, in- 
cluding one large city,sold in the same time 3,100 
flatirons, 1,550 washers, | ,000 cleaners and enough 
other appliances to total 6,500. 


Two central-station companies in Rhode Island, 
in small cities, have sold in eight months this 
year 1,485 flatirons, 200 washers, 435 cleaners and 
other devices to total 2,725 


A central-station company in a small city of 
Massachusetts has sold through August 2,690 flat- 
irons, 63 washers, 487 cleaners and devices to 
total 4,777. 

A central-station company in Maine has sold 
through August 2,534 flatirons, 209 washers; 413 
cleaners and other appliances to aggregate 3,502. 


One of the large Middle West utilities reports 
that range sales for the first six months this year 
were 20 per cent greater than for the entire year 
of 1920 and that range connections will be 30 per 
cent more. 


Appliance sales by electrical contractor-dealers 
are aggregating a tremendous volume 


—Reprinted from Electrical World, October 8 








merchandise. Electricalappliancesandelec- 


trical equipment contribute to 
domestic and industrial eco- 
nomy. That is why, in a period 
otherwise “off,” the sales vol- 
ume of electrical conveniences 
are comparatively high. 


Students of conditions 
assure us that affairs in general 
are improving. Holiday trade 
will add a quickening impulse. 
With better business, however, 
thrifty habits will undoubted- 
ly prevail, and electrical things 
will beappreciated accordingly. 


While the figures given 
here show what central sta: 
tions have done, they indicate 
clearly what the dealers, also, 
may do. As a matter of fact, 
a recent jobber-dealer-central 
station campaign in a large 
Eastern city proved conclus- 
ively that the dealers more 
than held their own in vol- 
ume of sales on identical 
apparatus.. 


Concentrate on sales. Leave your purchases to headquarters in 
the service of supplies. Quick delivery.from jobbers’ stocks is the 
business brother of liquid inventory and frequent turnover. 


Ask your Electrical Supply Jobber. 


Electrical Supply Jobbers Association 




















Jobbers’ Salesmen, this message is going to your customers—the 
readers of Electrical World, Electrical Review, Electrical Merchandis- 
ing and the Journal of Electricity. Time and tune your message to 
supplement it. They can do it; with your help there can be no doubt 
about it. 


ELECTRICAL SUPPLY JOBBERS ASSOCIATION 
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“SERVICE” 


“SS 





A Top Notch 
Curling Iron 


HE “SERVICE” Combina- 

tion Curling Iron and Waver 
Rod is sold by thousands of deal- 
ers and contractors. 


Every jobber should carry it in 
stock to fill their orders. 


A high-class, guaranteed heat- 
ing appliance that sells at 
ONLY $4.50. 


Liberal discounts to jobbers. 


Write for descriptive matter today. 


NORTHERN ELECTRIC CO. 
224.N. Sheldon St. CHICAGO 








A GOOD 
BUY 


A majority of the job- 
bers’ salesmen of this 
country consider The 
JOBBER’Ss SALESMAN the 
best buy they ever made 
for $1.00. Think of 12 
issues full of live, inter- 
esting sales helps for one 
little iron man! Subscribe 
today and recommend 
THE JOBBER’s SALESMAN 


to vour friends. 

















request says the R. Thomas Company. 








They are compiled in such a way as to 
make it easy for the jobber’s salesmau 
to sell from the illustrations. The fix- 
tures included in this special jobbing 
line are manufactured in an entirely 
separate department and are termed 
“shelf stock.” They are produced in 
quantity and each fixture packed in 
an individual carton which also in- 
cludes the glassware that goes with 
the fixture. This jobbing line in- 
cludes the moderate priced fixtures, 
says Mr. Farmer, that usually are 
found in homes ranging up to the 
$10,000 class or even slightly higher. 
Mr. Farmer states that orders from 
jobbers on this class of merchandise 
can be filled and shipped within 24 
hours after their receipt. 


Ing Execrric VentiLatine Co., 
Chicago, Ill., is conducting a Christ- 
mas window trimming contest in which 
the winning dealer will be awarded a 
prize of $100. It is pointed out in the 
Ilg company’s announcement that 
many Ilg kitchen ventilators were 
purchased last year as Christmas gifts 
and with little effort the number could 
be increased this year. The contest 
will be limited to the 1000 dealers 
who have purchased an Ilg display 
stand. Some of the rules are that the 
display must be confined to the Ilg 
kitchen ventilator and must be in the 
dealer’s window between December 3 
and 10. Each dealer must present two 
photographs of his window, but in 
order that he will have nothing to 
lose in case he does not win he will 
be allowed the cost of the photo. 


THe HanpsoMe CaTaLoG covering 
standard electrical porcelain, recently 
issued by The R. Thomas & Sons 
Company, East Liverpool, Ohio, has 
been pronounced by many who have 
seen it, the most complete and most 
instructive catalog ever issued on the 
subject. It is of particular value to 
sales managers and salesmen of job- 
bers because of its informative con- 
tents. It contains 34 pages of illus- 
trations, sizes and dimensions of 
standard porcelain including insu- 
lators, cleats, knobs, split knobs, 
tubes, bushings, bases and other por- 
celain products. The catalog is full 
of data which the jobber’s salesman 
wil] find of inestimable value in mak- 
ing sales. Your copy is waiting to be 
mailed. All that’s necessary is your 















Emerson 
Exhausters 
Sell! 


Do you realize 
what attractive 
prices you can now 
name on Emerson 
Exhausters, Parker 
and Davidson Blade 
types? 


The discount ap- 
plying to prices 
printed in price 
book on these fans 
puts them on a 
price level which 
we know is right. 
Your dealers who 
are buying under 
Emerson motor con- 
tracts, find the 
proposition a par- 
ticularly good one. 


Exhausters sell 
readily at this 
season. We can 
make prompt ship- 
ments of sizes, 12 
to 24 inch, single- 
phase and direct 
current. 


We will help you 
with suggestions 


to cover any prob- 
lem, if you or your 
dealer will send 
us the facts. Get 
your share of this 
business! 


The Emerson 
Electric Mfg. Co. 
St. Louis New York 
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Mechanics and Linemen 
always express a prefer- 
ence for 


BUHRKE’S 


(ORIGINAL) 


One-Piece Tool Bags 


because they are the most 
satisfactory bags obtain- 
able. No stitches at the 
frame to rot or tear, and 
no sewed-in bottom to fall 
out because of ripping or 
rotting of stitches. Made 
in one piece, solid and 
durable. A bag that lit- 
erally “stands up” under 
the hardest service. 


Illustrated Catalog, giv- 
ing complete description, 
gladly furnished. 


R. H. Buhrke Co. 


(Est. 1877) 
1238-1250 Fullerton Ave. 
CHICAGO 


“The House of Quality” 











Tue Moss-Scuury Mra. Co., 446 
Woodbridge Street, East, Detroit. 
Michigan, announces that it has se- 
cured approval from the National 
Board of Underwriters on its “Re- 
peater—6-in. fuse plug.’ The com- 
pany has done an excellent business 
on this plug in the past few years and 
has made preparations for increased 
manufacturing facilities to meet the 
heavy demand. 


WapswortH Execrric Mre. Co., 
Covington, Ky., recently published a 
tasteful, new looseleaf catalog dwell- 
ing upon its comprehensive line of 
“Compro” current proof switches. 
The cover is very distinctively 
designed and the stock used in the 
book is of an excellent grade with en- 
ameled finish. Besides containing full 
information on the Compro line the 
catalog is profuse with illustrations 
showing views of switches in various 
positions and their applications. 
Wiring diagrams are also shown. The 
catalog is known as No. 3 and is 
being mailed to jobbers, central 
stations and contractor-dealers. 


Steet City Exvectric Co., Pitts- 
burgh, Pa., has placed on the market 
a new switch box with adjustable, 
cupped lugs. These lugs are held 
firmly in position by a single screw. 
The box can be adjusted for new work 
and any thickness of plaster by mere- 
ly loosening this screw and adjusting 
the lugs to suit the thickness of the 
It is pointed out that this fea- 
ture does away with extra washers or 


wall, 
special blocking. The boxes are also 
made so that they can be easily 
gauged. 


Faries Mre. Co., Decatur, IIl., in 
the latest ‘‘Verdelite’’ booklet now 
being distributed presents its new line 
of ornamental portable lamps adapted 
for home and office use that possess 
many desirable features of adjustabil- 
ity and convenience. The latest and 
most convenient improvement in the 
“Verdelite” line is the new _ inter- 
changeable shade, which by use of a 
patented principle, is mounted on a 
special holder and easily slides into 
place on the portable without the use 
of tools or set screws. The shades 
are adjustable to any angle and may 
be removed instantly for cleaning or 
replacement. They are made of green 
glass outside with a pure white re- 
flecting surface inside and are unaf- 
fected by heat or moisture. The 








Mr. Jobber :— 
The Propp ONE-4-ALL . 
Single Standard Unit, 
Christmas Tree Sets 
Build Them Up As You Like 














FLEXIBLE PRACTICAL 
UP-TO-DATE 


Old or new sets, as many as desired, can 
easily be attached to the PROPP Continu- 
ous Socket Attachment indicated by the 
arrow. 


THIS ONE STYLE SET TAKES 
CARE OF EVERY DEMAND. 
We are prepared to take care of your last 


minute requirements, shipping Express or 
Parcel Post same day order is received. 


M. PROPP COMPANY 
524-528 Broadway - NEW YORK 
CHICAGO OFFICE, 618 W. Jackson Blvd, 
PITTSBURGH OFFICE, 614 Fulton Bldg. 
SAN FRANCISCO OFFICE, 
711-715 Mission St. 











Kruse Switchbox Supporting Strips 
and Lath Holders 


You'll Never Go Back 
to the Old Way 


One trial of Kruse Switchbox Sup- 
porting Strips will demonstrate 
that they save time, money and 
effort, besides making a better in- 
Sstallation. 


Contrast the job shown here with 
the usual installation of switches 
on wooden cleats. Kruse strips 
are of steel, light, strong, and safe. 
They are far easier to install, and 
the cost is moderate. 


Send for samples today, and find 
out for yourself. 


Midwest Metal Products Co. 


Muncie, Ind. 
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ERE is a complete mani- 

curist and hair drying out- 
fit, every woman will desire to 
possess. Consists of two shafts; 
one fan for hair drying, the 
other for nail cutter, cleaner and 
polishgr. Simply lift one out 
and replace with other shaft. 


Other attachments are Deodor- 
ant and Perfume pan, Adjustable 
stands for home or barber shop. 


Get behind this easy-selling novelty 
Electric Specialty 
Manufacturing Co. 


133 W. Washington St. 
CHICAGO, ILL. 














Electric Maid : 




















Gleason’s Moulding Boxes 


aye: oa 
|e > 














The pioneers of our 350 varieties. 
Who’d be without them for 16 cents? 


Fancleve Specialty Company 


Boston, Mass. 














lamps are finished in brushed brass, 
statuary bronze, brushed brass with 
black relief and statuary bronze with 
green relief. Another circular issued 
by the Faries company describes its 


adjustable portable lamps with metal | 


shades for use in the home, office or 
factory. 


H. B. SHerMan MANUFACTURING | 
Co., Battle Creek, Mich., has aban- | 
doned its old method of publishing a | 
schedule of list prices and discounts in | 
favor of net prices to the trade. | 


“Some three months ago we volun- 
tarily adopted this method,” states A. 
H. Warner, vice-president of the com- 
pany, “when we published our present 
price lists. This involved quite an 
elaborate change on our part, because 
we had several hundred prices on our 
sheets.”” This change covers the H. 
B. Sherman 
broad line of terminals, connectors, 
soldering lugs, ground 
clamps, ete. 


Manufacturing Co.'s 


fuse 


clips, 


A. I. AppLeton, of the Appleton 
Electric Co., 1708 Wellington avenue, 


Chicago, II]., manufacturer of boxes, | 


fuses, etc., has acquired from B. J. 
and O. E. Grigsby the controlling in- 
terest 
Equipment Co., Chicago, whose prin- 
cipal products are the “Auto Reelite” 
and “Reelite” extension 
and lighting devices. 


in 


automobile 


I. R. Netson Co., Newark, N. J. 
has opened a new department for the 


b] 


sale of electrical supplies to industrial 
concerns, and will handle wire, fuses, 
brushes, friction tape, insulating ma- 
terials, Mazda lamps, sockets, etc. 


The company also does an electrical | 


repairing and manufacturing business. 


Tue Emerson Evectric Mra. Co., 


St. Louis, Mo., in the October number | 


of the Emerson Monthly, announces a 
reduction of 10 per cent in prices of 
ventilating fan motors. These fans 
are listed in Bulletin No. 3512 and 
the discount will apply to net prices 
appearing on page 31 of the Price 
Book No. 53. This is the third 
change in prices of its apparatus an- 
nounced by the company in recent 
months. In August prices of exhaust 
fans were reduced 10 per cent and a 
reduction in prices of spare parts and 
repairs became effective some thirty 
days ago. This issue of the house or- 
gan also contains a very impressive 
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the Anderson Electric & | 
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Because we have a 
complete line of incan- 
descent lamps of all 
types and sizes. 


id 4 





Nitrogon service means 
that distributors can 
rely absolutely on the 
House and buy by the 








Brand. 


Nitrogon Electric Company 
46-48 Spring Street 
Newark, N. J. 
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BRUNT 
uiaiity PORCELAIN 


Knobs, Tubes, Cleats 


and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 




























A Fast Selling 
Christmas Specialty 


Now is the time 
to let your dealers 
know about this 
new electric taper. 
Properly displayed 
they will sell them- 
selves to the public. 
So neat and dainty 
in design they in- 
stantly attract the 
eye. Do not hesi- 
tate to stock up 
all your dealers as 
the demand by the 
Christmas trade 
will be big. 


Every salesman 
should carry a 
sample. 





Anthony Wayne Lamp Co. 
A. C. Mannweiler, Mgr. 
1016 Savilla Ave., Ft. Wayne, Ind. 

















view of the small-motor plant of the 
company which gives some idea of the 
splendid factory facilities of the Em- 
erson organization for the production 
of small sizes of electrical apparatus. 


Ne son S. Moore, formerly secre- 
tary and advertising manager of the 
Electric Power Equipment Corp., 
Philadelphia, has severed his connec- 
tion with that company to open a 
Chicago office under the firm name of 
Nelson S. Moore & Co. The new 
concern will engage in electrical sales 
engineering service and will act as dis- 
trict representatives for the Electric 
Power Equipment Corp., manufactur- 
ers of the well-known “Elpeco” line, 
consisting of high-tension central sta- 
tion, substation and transmission line 
switchgear and equipment; the Phila- 
delphia Electrical & Mfg. Co., “Pem- 
co” products, consisting of series and 
multiple street lighting fixtures; The 
Jeffrey-Dewitt Insulator Co., manu- 
facturers of high-tension dise insu- 
lators consisting of the well known 
“J-D” line, and the D. B. Flower Co., 
manufacturers of brush holders and 
electric railway accessories. The ad- 
dress of the company is 19 South 
Wells street, Chicago. Mr. Moore has 
had a wide experience in high-tension 
transmission work and is well known 
among his friends of the industry. 
He is, therefore, well qualified for the 
work he is undertaking and his friends 
bespeak a bright future for him. 


CHARLES SCHNEIDER, formerly su- 
perinendent in charge of electrical 
construction of the Robbins & Myers 
Co., Springfield, Ohio, has been ap- 
pointed general factory superintend- 
ent of the company. Mr. Schneider 
joined the Robbins & Mayers Co. in 
1898 and wound and assembled with 
his own hands that year the first pow- 
er moter ever built by the company. 
Previous to his employment by the 
Robbins & Mayers Co., Mr. Schneider 
had several years’ experience in cen- 
tral station work. 


A Lear.et descriptive of the new 
circulation type “Standard” electric 
water heater, which “manages” the 
heat, according to the manufacturer, 
so that it is utilized with the utmost 
efficiency, has just been issued by The 
Standard Electric Stove Company, 
Toledo, Ohio. The leaflet describes 
five models of the new heater, rang- 
ing in demand from 660 watts to 3960 





“CENTRAL” 
Rigid Steel 


CONDUITS 





The ease with which “Cen- 
tral” Conduit can be worked 
is demonstrated by the test 
illustrated above. The pipe 
was bent cold by hand. Our 
special heat treatmen? gives 
this remarkable ductility. 


“*Central White” ‘‘Central Black’ 
(Galvanized ) (Enameled) 


CENTRAL TUBE CO. 


PITTSBURGH, PA. 

















IT’S PERFECT! 


Note the new way of assembling 


The BULL DOG 
KNOB 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself. 


You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co’ 


comb, Ill. 
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PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 








Every Business 


of consequence ought to have proper card 
REPRESENTATION. 


WIGGINS 


Peerless Patent Book Form Cards 


are used by many of America’s 
largest card users—supPeriority 
of engraving and the 

convenience of the book 
form style ex- 









The John B. Wiggins Company 
Established 1857 
Engravers Plate Makers Die Embossers 


110 epee Gas Bide. CHICAGO 








ARMATURE SLOT WEDGES 
Made of Hard Maple 


For new and repair work. 


Made to any specification. 
Send us your blue print or sample. 








T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 


























watts. They are built upon the unit 
principle. The interchangeable heat- 
ing coils may be removed and replaced 
without shutting off the water, and it 
is claimed that they cannot be over- 
heated, thereby minimizing the dan- 


ger of burn-outs. Multiple control 
permits various degrees of heat to be 
maintained in the boiler according to 
individua] requirements. 


CuapMan folding ironing machine 
is a new product recently placed on 
the market by the Chapman Co. of 
Berlin, Wis. The design of the Chap- 
man machine embodies a radical de- 
parture from the usual type. The roll 
is suspended from a framework only 
at one end but it is controlled in much 
the ordinary manner through a foot 
pedal. When pressure is released 
from the pedal the lower roll drops 
away from the upper. One feature 
claimed for the machine is its size— 
it can be folded up and stored away 
in as small a space as 16x22”. 


Moe-Brincges Company, Milwau- 
kee, Wis., manufacturers of lamps and 
lighting fixtures, is featuring its B2-61 
boudoir lamp in several circulars, 
recently published, describing its line. 
The B2-61 is a metal base lamp with 
a hand-colored glass shade and may 
be used on writing desk, dresser, 
bookease or hall table. The Moe- 
Bridges Co. is using this lamp as its 
special Christmas item. 


MitwavkEE clothes, washer is a 
new electrically driven washing ma- 
chine which has been placed on the 
market by the Milwaukee Washing 
Machine Co., Clinton, Wis. It is of 
the revolving, reversible cylinder type 
and is completely encased so that no 
moving parts are exposed. 


Tue Cuaries A. Branston Co., 
Buffalo, N. Y., manufacturer of violet- 
ray apparatus, has moved from 41 El- 
licott street to new quarters at 815 
Main street. The new factory and 
store comprise 5000 sq. ft. of floor 
space, and the location on a shopping 
thoroughfare presents a better oppor- 
tunity for retail business. 


Trico Fuse Mre. Co., Milwaukee, 
Wis., has issued a new leaflet, describ- 
ing in detail the Trico renewable fuse. 
A large cut-away view of the fuse is 
shown, with each salient feature thor- 
oughly explained. 
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AMERICAN LINE 
MATERIALS CO. 


CROSSARMS 
THAT LAST 


Successor to 


/AMERICAN CROSS- 


ARM COMPANY 


039) °40) 15 fe) 








Cedar Poles 





The Valentine-Clark Co. 
Spokane, Wash. 


Minneapolis Chicago Toledo 


Distillate 


Pole Preservation with 
Genuine Coal Tar 








Western 
Red Cedar 


Plain or 


Butt Treated 


T. M. Partridge 
Lumber Company 


CEDAR POLES 


Northern 
White Cedar 


Minnesota 














POLES 


NATIONAL POLE CO. 


220 Broadway, 
New York 


Escanaba, Mich. 


Rialto Bldg., 


San Francisco, Calif. 


2844 Summit St., 
Toledo, O. 
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SELL 


National Products 
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“Sherarduct’’ and “Economy” Rigid 
Steel Conduits and Fittings, ‘‘Flex- 
steel’” Armored Conductors § and 
Flexible Metallic Conduit and Fit- 
tings, “Flextube’’ Non-Metallic Con- 
duit, National Metal Molding and 
Fittings, “‘Liberty’’ Rubber Covered 
Wire and Cable, ‘‘National’’ Outlet 
Boxes and Covers, Switch Boxes, 
Brackets, Fixture Studs, Locknuts, 
and Bushings, **Auto-Steelflex”’, 
*‘Auto-Brassflex”’, ‘“‘Auto-Flextube’’. 
Automobile Conduits and Fittings, 
Carburetor and Exhaust Tubing. 
















Selling these National Products will 
prove profitable for you, for your 
house and for your customers. 


National Metal Molding © 


General Offices: Pittsburgh, Pa. 















Four of Many 














WASHES -: -: 


A B C yy undress 


WRINGS =; -* 


IRONS 
































New A BC Prices! A greater retail price range than ever: ABCA 
$76.50, electric $106.25; A B C Semi-Cabinet Electric Washers, gal’. 
washers, galv. tub $155, copper tub $170; Ironers $138, $170 with m>tar. 


Ico: S ngie tuo, power $55.25. electric $84.50; Double tub, power 
tub $124.50, copper tub $139.50; A_B 


C full cabinet electric 
(Prices quoted are retail, east of Rockies.) 














Sell Your Trade the 


*Hlectrical Christmas” Idea 


I course your dealers will accept the 
idea that to feature electrical appliances 
as gifts is a good idea— 


But get them to use the idea right, and right 
now, as the backbone of their selling drives 
until Christmas eve. 


An early start is essential. Minds are being 
made up every day, though December 25th 
is still weeks ahead, as to “what to give her 
this year.” 


Urge your trade to start displaying electrical 
gifts in windows this week, using appro- 
priately worded cards. 


Now is the time for Christmas circularizing of 
prospects. I-neclose Christmas inserts with 


all December 1st statements, too. 


Newspaper advertising should 
take the gift slant. 


immediately 


Salesmen should canvass the homes to jocate 
women who can be sold on the electrical 
Christmas gift idea—then pronto after the 
hubbies! 


Tell your dealers to form “Christmas Gift 
Clubs,” offering to accept a small deposit and 
to hold the gift until just before Christmas. 


Tell them to feature the fact that “no further 
payments until next year” are necessary, that 
club members can “divide the remaining pay- 
ments over next year.” Next year sounds a 


lot Ways oft. 


or 
12 


This will be a practical-gift Christmas. FElec- 
trical appliance dealers will therefore have an 


inside track, 1f they get busy early enough. 


Get behind vour dealers to begin now on their 


drives, and to put all they’ve got into them. 











ALTORFER BROS. COMPANY 


PEORIA, 
NEW YORK 


ILLINOIS 
SAN FRANCISCO 


BRANTFORD, ONT. 




























































T HE performance of R & M Motors is a source of con- 
stant satisfaction to the user and distributor alike. To 
the former it means efficient power service and upkeep 
economy; to the latter it means pleased customers and a 
good-will asset which insures a permanent growth in mo- 
tor business. 


The jobber’s salesman, whether he sells direct to industrial 
plants or through local contractors, finds that it pays to 
keep a record of the plants in his territory which have 
R & M Motors installed. An expression of opinion from 
owners of such plants is always an effective help in selling 
R & M Motors to a new prospect. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO — BRANTFORD, ONTARIO 


Robbins & Myers Motors 


























